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Keeping up with a Tradition. 


For more than forty years, the 
name “’Bryant’’ has stood for the 
best obtainable in ‘Superior 
Wiring Devices”. To maintain 
this tradition, we are constantly 
developing new devices.....i 
proving old ones. Watch our ad- 
vertisements in THE JOBBER’S 
SALESMAN. Keep posted as 
to important announcements 
such as those illustrated, all of 
which have appeared within the 
past few months. 


A Sure Hit! 


The New Line 
of 
Bryant Surface Tumbler 
Switches 
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NO OTHER CLOCK 


HAS THIS 


Comb the country. Try and find another 
clock with the modern features of the Wonder 
Clock of Sessions. You can’t, because they 
are patented. No other clock can have them. 

The first and only all-electric Westminster 
Chime Clock without clutch, retaining spring 
or troublesome electric contacts. 

The clock with the quarter-hour, self-correct- 
ing fool-proof chimes with 16 notes on the 
hour, 8 on the half-hour and 4 on the quar- 
ter-hour. A faithful re-creation of the mellow, 
lingering bell tones of famed old Westminster. 

The patented clock with the separate chime 
motor in addition to the oil-sealed synchro- 
nous time motor. The clock that looks and 
acts like twice its price, and practically does 
away with after-sale servicing. 


No. 27 with MOTOR- 


e 
(SALEG 


It’s the leader of the Sessions line of chime, 
strike and non-striking clocks that fill every 
gap in any dealer’s stock. Retail, $6.25 to 
$64.50. 

Made and guaranteed by Sessions . . . clock 
craftsmen for more than a century. Each a 
sure seller. There are no “hunch numbers” 
in the Sessions line, to clutter up a dealer’s 
stock. 

Sell clocks with the Wonder Clock as the 
leader. Watch your orders grow. Full in- 
formation from the Sessions Clock Company, 
of Forestville, Conn. New York, Woolworth 
Bldg.; Chicago, 5 No. Wabash Ave.; San Fran- 
cisco, S. J. Hammond & Co., 150 Post St. 


ELMSWORTH — Mag- 


APPEAL) 


IZED WESTMINSTER 
CHIMES, 21% 
long. Variety of fine 


inches 


cabinet designs. Genuine 
mahogany and walnut. 
Retail $35.00. 


nificent 29 inch banjo 
with burl panels, non- 
chiming. Retail $20.00. 
EL MODE. Desk or table 
timepiece in genuine wal- 
nut or mahogany with in- 
lay design. Retail $10.00. 


ESSIONS 
Eterwir 


CLOCKS 


The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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Salesmen in the Industry 


HE JoBBER’S SALESMAN’S 

Verified List of Electrical 
Wholesalers, 1931 Edition, 
discloses several interesting 
facts. 


A comparison with the 1930 


Edition shows a decrease in . 


number of salesmen during 
the past year. The average 
number of city salesmen per 
house dropped from 3.5 to 
2.9, country salesmen from 
44 to 2.8 and counter sales, 
men from 3.0 to 2.3. The 
total of all salesmen per house 
thus fell from 10.8 to 8.0. 
As the 1931 Edition lists 
984 electrical wholesalers, the 
entire industry employs 7,871 
salesmen, divided into 2,853 
city, 2,755 country and 2,263 
counter salesmen. 
_ Further information on the 
industry will apear in the 
next issue. 
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Py 
FOUR NEW FEATURES 


SQUARE D has made 4 
major improvements in its 
Type A Safety Switch. 


First, SQUARE D positive pressure fuse clips, which reduce 
heating at that point by 60 per cent, are now stand- 
ard in all sizes. Copper provides high conductivity and a 
steel spring insures positive pressure and long contact life. 


Second, the interlock mechanism has been simpli- 
fied and made more compact, giving ample wiring 
space on both sides of the switch. It has key control, of 
course, but provision is made for operation without a key 
when the door is open. 


Third, larger dust shields are now employed. Wider, 
longer and stronger, they give complete protection against 


SQU 


ELECTRICAL 


Affiliated with 
DIAMOND ELECTRICAL MFG. 
co. Uo. 


Los Angeles San Francisco 


SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO 


Toronto Montreal 


The products of this company are entered in the prize contest for this month. 


extreme dust conditions. 


Fourth, slotted hexagon terminal nuts have been 
added to switches 100 ampere and below, so that a screw- 
driver, wrench or pliers may be used. 


SQUARE D Type A Switches are tested at six times 
normal horsepower load at low power factor, corre- 
sponding to the “stalled rotor” condition in a motor, and 
have a wide margin of safety above that value. Arc 
suppressors rupture the current in 1/100 of a sec- 
ond and the quick-break compression spring gives the 
switch a mile-a-minute breaking speed. 


Get more information about the new SQUARE D Type A 
Switch from your nearest SQUARE D branch or write 
directly to the SWITCH & PANEL DIVISION, SQUARE D 
COMPANY, 6060 RIVARD ST., DETROIT, MICHIGAN. 


EQUIPMENT 


Factories at 
DETROIT, MICHIGAN, MILWAU- 
KEE, WISCONSIN, AND _ PERU, 
INDIANA 


SQUARE D COMPANY 
OF TEXAS 


Houston 


A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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N page 9 of this 
issue appears the 
second install- 


ment of the chart-talk on 
THE JOBBER’S SALESMAN 
Plan. It is by no means 
necessary, however, for 
any electrical wholesaler 
to wait for the comple- 
tion of this series of 
articles before applying 
the principles of the Plan 
to his own business. 
The Plan emphasizes 
the necessity for each 
wholesaler to economize, 


Applying the Plan 


THE JOBBER’S SALESMAN’S PLAN 


THE JOBBER’S SALESMAN’S Plan is a program which 
sets forth the principles of intensive selling, showing 
how simply, yet effectively they can be applied by whole- 
salers and manufacturers working harmoniously toward 
a common objective. 


The first principle of intensive selling is to know your 
market. 


The second is a plan for selling that market. 


The Plan covers the application of those principles in 
each of the four major markets: Resale; Contractor; 
Industrial; Commercial. 


By following the Plan, the wholesaler will be in a posi- 


tion to approach definite outlets with definite plans for 
selling definite products. 






contractor is 
creating business for the 


type of 


wholesaler. And many 
other contractors can be 
developed into sales spe- 
cialists if properly en- 
couraged and guided by 
their wholesalers. 

The resale market is 
primarily a home market, 
reached through all types 


- of dealers handling elec- 


trical appliances. Electric 
power companies report 
increased current con- 
sumption from residen- 
tial customers. This 


localize, specialize and 
advertise. We believe 
that the majority of 
wholesalers have already carefully studied their operat- 
ing methods and have affected considerable economies. 
Suggestions for reducing operating costs will appear 
frequently in THE JoBBER’s SALESMAN. In this issue 
we show installations of modern materials-handling 
equipment. Also most wholesalers have already deter- 
mined the territories which they can profitably serve and 
are now confining their sales efforts accordingly. 

The Plan further emphasizes that selling is the first 
function of the modern wholesaler. Successful selling 
is planned selling and planned selling involves speciali- 
zation, Our Plan divides the field of the electrical 
wholesaler into four major markets: contractor ; resale ; 
industrial, and commercial. 

The first step in the application of the Plan is to de- 
cide on which of these markets sales efforts will be con- 
centrated. Next, what additional lines or commodities 
can be profitably sold to the markets selected. Third, 
which are the individual accounts in each territory and 
in each selected market whose potential sales possibili- 
ties justify their development by the wholesaler. Fourth, 
what individual lines and commodities should be sold to 
each account. And, finally, what sales methods can best 
be employed in each case. 

There is nothing complicated in applying the Plan. It 
is a relatively simple matter for the individual whole- 
saler to secure this information for his own territory. 
Then, with plenty of hard work and with proper super- 
vision of the salesmen results are bound to appear in a 
surprisingly short time. 

But we are not yet out of the current depression, 
business in most lines is still quiet. What, then, are the 
fields in each of the major markets which offer the best 
opportunities for immediate results? 

New building construction is at a low ebb in most 
localities. Many electrical contractors are doing prac- 
tically nothing. Other contractors, however, have be- 
come salesmen and specialists on either re-wiring, main- 
tenance and repair work or the sale and installation of 
lighting, ventilating, signal and other equipment. This 
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means more appliances 
in use. Many whole- 
salers are already concentrating on the major appliances, 
adding new products to complete their line, selecting 
adequate dealer distribution and developing with their 
manufacturers special sales plans for these dealers. The 
utilities have committed themselves nationally to a 
merchandising procedure which includes full wholesaler 
and dealer cooperation. Wholesalers can do much 
through local associations to take the initiative in ob- 
taining this cooperation from their own utility. 
Industrial plants, commercial buildings and institu- 
tions are today, more than ever before, seeking to re- 
duce operating costs. This requires, in many cases, the 
modernization of existing installations. By an actual 
inventory, the American Machinist has determined that 
48% of all metal working equipment is at least ten 
years old and that more and more plants are making 
consistent drives for modernization. Modern wiring, 
lighting, control, ventilating, signal and other electrical 
installations likewise result in improved quality of 
product and in operating economies. Herein lies the 
electrical wholesalers opportunity in the industrial 
market. 


CCORDING to Hotel Management, hotel men are 
bringing their plants up-to-date through remodel- 
ing, re-equipping and refurnishing. Fully half of them 
are doing more of this than they do in normal years. 
So the commercial market, likewise, offers opportunities 
for the modernization of equipment. 
Thus, in each of the four major markets there is 
business available now for the electrical wholesaler who 
applies the principles of THE JoBBEeR’s SALESMAN Plan. 
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Dependable Joe Castillo 














ANACONDA WIRING 
PRODUCTS 


Ii 
Joe weighs the powders that go into Anaconda 
rubber compounds —a job requiring accuracy 


eaeaeansebarsise and care. And Joe #s accurate... all day, every 


Duran Ghewhed Catte day. That’s why he has kept his job for 
Flexible Cords 


Rubber Covered Wire 
ABC Armored Cable 
Flexible Steel Conduit 


seven years. 


Poo a A There are many Joe Castillos in our mills. Each 
es one is skilled in his specialty, each one... from 
mine to consumer... helps safeguard Anaconda 


quality. 


ANACONDA WIRE & CABLE COMPANY 


GENERAL OFFICES: 25 BROADWAY, NEW YORK 
CHICAGO OFFICE: 20 NORTH WACKER DRIVE 
Sales Offices in Principal Cities 
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The magazine of the wholesale electrical distributor and his salesmen 
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Peoria, Ill. 


HEN we entered the wholesale electrical busi- 

ness 10° years ago we could not be “choicy” 

about where we sold our goods, and I know 
that we were no different in this from any other young 
firm. We wanted plenty of sales to get going and 
went after all markets for a while. If there was any 
selection of a field in those early days it was just a 
natural gravitation toward good accounts with whom 
we could carry on a sensible campaign of building up 
volume by rendering service. 

Today 70% of our business comes from sales to 
electrical contractors. This concentration does not in- 
terfere in any way with our sales to industrials, dealers, 
and other trade outlets; it simply means that we recog- 
nized the contracting field as one which we could de- 
velop and which had great possibilities because of the 
large number of prospects in our territory. This in- 
cludes a radius cf 50 to 75 miles around Peoria and 
is the same as when we first started as wholesalers. 
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By W. R. KIEFER 


President, Kiefer Electrical Supply Co., 








tudy the INDIVIDUAL 
CONTRACTOR” 


A practical analysis of each 

contractor account results in 

more business for both con- 
tractors and wholesaler 


When asked what feature has helped 
most in raising the sales figures from year 
to year, our natural reply is: “Service.” 
But as service is the logical requirement 
for retaining the patronage of any class 
of trade, that answer does not tell all the 
story. Therefore, I would say that the 
next outstanding theme in our activities 
is the fact that we studied carefully the 
business and the customers of each con- 
tractor, large or small, with the idea ot 
finding out how we could help him de- 
velop his volume by placing in his hands 
the things most salable in his own _ neighborhood. 

I have stated that we went after all markets at 
first, but the concentration on contractors soon be- 
gan. Since that time many hundreds have set up shop 
in our territory and in each case, when the first call 
was made, we sought answers to the following ques- 





tions: 
1. Who are they? 
2. What kind of work do they do? 
3. What class or classes of trade do they serve? 
4. Are they progressive? 
5. What material or devices have we to offer them 


which will secure for them extra business, thus in- 
creasing their confidence in us? 

Naturally, we also are interested in credit and the 
ability and willingness of the account to do business on 
a sound basis. Every contractor could not be a desir- 
able addition to our list, but we did institute a policy 
of giving every newcomer a chance and it has paid us 
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By studying the entire job with the 
contractor the salesman can assist in 
selecting the best materials 


big dividends. The point | am mak- 
ing is that you cannot judge from 
the kind of start the man makes; 
many begin on a shoestring and pro- 
gress steadily, while others with large 
assets do not pan out. 

On this basis we have never stood 
aloof watching a contractor’s early 
struggles and then rushed in to ask 
him for orders when we see he is mak- 
ing good. If this is done he will 
rightfully ask: “Why didn’t you buz- 
zards come around when I was break- 
ing into the League and needed ad- 
vice and sales help?” So we sin- 
cerely try to give each one a boost 
right at the start and the rest is up 
to him. It is time enough to drop 
him when he proves unstable or in- 
competent. 

I could cite any number of instances 
in support of this policy. I have in 
mind one particular case where a 
young fellow became a contractor with everything 
against him and little or no capital. We found him 
likable and a hustler and our co-operation boosted his 
payments to us from a few dollars a month to several 
hundred dollars for the same period. It works out that 
each time the wholesaler helps a contractor to make 
more money, this not only increases good will but puts 
the customer in better shape financially, hence he is 
well able to increase his activities and his purchases. 

Another policy we have stuck to religiously is that 
of getting the contractors into our place and making 
them feel so much at home that they use our sales and 
stock rooms as if they were in their own shops. Right 
now there are two out of town customers here who just 
said: “Hello” to the office and passed on to the stock- 
room, where the boys will take care of them or let 
them help themselves. When they finish there we will 
have a chat with them out front and find out just what 
they are doing in the way of jobs and see if there is any- 
thing further we can do to help them. Meanwhile an- 
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Mrs. Kiefer sells lighting fixtures to contractors 
and their customers 


other customer is in our store getting all the dope on 
electric refrigeration. 

There is always at least one contractor in here for 
something special or to witness a demonstration of some 
sort and many times he brings his customer along. 
This applies especially to fixtures, for which there is 
a fine sale in this territory and on which we work with 
the contractor 100%. This department is Mrs. Kiefer’s 
specialty; she enjoys selling both the contractors and 
their customers. In this connection we always give the 
retailer his percentage, whether he accompanies his 
customer or not, and quite often he receives a remit- 
tance for his share without any previous knowledge 
of the transaction. 

As I have stated, our customers are at liberty to 
browse around the place all they. please. At the same 
time Mr. Kazar, our 
sales manager, myself, 
or any of the boys who 
happen to be in the of- 
fice stand ready at all 
times to drop what we 
are doing and give per- 
sonal attention. As a 
matter of fact no one 
ever comes in without a 
welcome, we simply 
make it all as informal 
as possible. 

Although we believe 
in growth and reason- 
able expansion, we do 
not want the business to 
get so big that it pre- 
vents this personal at- 
tention to our trade and 
to the details of each in- 
dividual account. 

In all our policies we 
have tried to avoid the 
grandstand stuff, to 
strike a happy medium 
of efficiency rather than 
to institute a lot of frills 
that waste money and 
Service is the biggest thing we 


accomplish no good. 
have to offer the contractor and we will go to any length 


to help him in an emergency. If he gets in a jam at 
five P. M. and needs something, there is always someone 
going his way and we can trace many of our large 
accounts to some small piece of service. On the other 
hand we do not believe in throwing away money rush- 
ing out a box of sockets today which the customer 
doesn’t need until four o’clock tomorrow, just to show 
him how fast we are. 

In other words our policy is to shoot square all the 
time and do everything possible to help the contractor, 
but without humoring him and teaching him a lot of 
bad habits. This applies strongly to credit affairs. We 
will go the second mile with any man who is doing a 
real job, but there is no gain for anyone in continually 
accepting bad credit risks. Selling is done to make 
a profit and credit is a part of selling. It is necessary 
to sell some contractors on a strictly cash basis and 
we have found them fair enough (Turn to Page 56) 
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wholesaler consists of the service competition of 
the national groups and the price competition of 
the “gyp” jobber and of the direct selling manufac- 
turer who, unable to secure wholesaler outlets, sells 
to your trade at your cost. Let us consider each sep- 
arately. 
On Chart 4 we have an unbiased comparison of the 
advantages possessed by a national house and those 
possessed by an independent house. 


[To competition of the independent electrical 





COMPETITION OF INDEPENDENT 














Chart No. 3 
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tinct steps are shown by which the electrical wholesaler can 
successfully meet his competition and secure for himself | 
adequate profits | 


Before discussing how the electrical wholesaler may apply 
certain fundamental principles of intensive, selective and crea- 
tive selling, The Jobber’s Salesman Plan gives consideration 
to the competition which faces both national and independent | 
wholesalers. An attempt is made to visualize the advantages 1 
which each group offers to its trade. Suggestions are made as 
to how the wholesaler can economize. Furthermore, six dis- 


Do you appreciate that, although the national house 
has a far greater purchasing power, it does not, as a 
general rule, cut prices? Therefore, the independent 
is able to sell on a competitive price basis. This is quite 
different from the situation in the drug and grocery 
fields where the national chains make a practice of un- 
derselling the independent. 

We will admit that the national houses use reci- 
procity. But here and there we find an independent who 
is successfully using reciprocity himself. And how 
about your local prestige? Your community activities 
often place you in a preferred position to secure busi- 
ness. Are you capitalizing on this fact to the fullest 
extent? 

The local independent wholesaler has a distinct ad- 
vantage when it comes to quick action. The manager 
of a national house naturally has limited authority. 
With the independent the entire organization receives 
the inspiration of direct contact with the big boss him- 
self who is right on the spot to make prompt decisions. 

The average independent has grown up in his com- 
munity and has a far more intimate knowledge of his 
trade than the average manager or credit man of a 
national house. For this reason he has the advantage 
of closer credit contacts. 

The independent is free to add any new lines or new 
items without delay. The national house, on the other 
hand, usually has to wait until the new product is sub- 
mitted to and approved by its headquarter organization. 
This, of course, involves some delay. Do those whole- 
salers present who are operating independent houses 


*This is the second installment of E. T. Rowland’s 
chart talk describing The Jobber’s Salesman Plan 


appreciate what it means to you to be the first to pre- 
sent a new product or a new item to your trade? 

The national houses usually attempt to spread out 
over all markets or all classes of trade. The indepen- 
dent is free to concentrate his sales efforts, to specialize, 
on any particular market or class of trade as he sees 
fit. Are you independents taking full advantage of this 
flexibility in your set-up? 

Of course, the national houses have created an enor- 
mous consumer demand through national advertising. 
But there are other nationally advertised lines available 
to the independent. Furthermore, how about your rep- 
utation as a responsible local business house? Are you 
playing that up for all it is worth? 

Now we come to four very important points where 
at the present time the national house, through its head- 
quarter staff, has a very definite advantage. These four 
points are: 

1. Centralized Management which co-ordinates man- 
ufacturer-wholesaler policy. 

2. Sales Quotas which are scientifically determined. 

3. Standardized Accounting and Warehouse Meth- 
ods which permit an exchange of operating and sales 
data. 

4. Complete Sales Campaigns. 

We shall attempt to show how our plan enables the 
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Chart No. 4 


independent group, in co-operation with its. manufac- 
turers, to secure for itself these very same advantages. 
With these last four points equalized we see no reason 
why the independent cannot compete successfully with 
the national house. Each will secure business in di- 
rect proportion to the quality of his salesmanship and 
of his service. 
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CAPITALIZE ON YOUR 
TEN-FOLD SERVICE 
AND DEFEAT PRICE COMPETITION 


SEMI-OR GYP | DIRECT- SELLING 
JOBBER MANUFACTURER 


DESTROYS CONFIDENCE MO DEMORALITES © | DESTROYS CONFIDENCE OF TRADE BY 
LOCAL MARKET BY POLICY OF PRICE CUTTING | FLUCTUATING SALES POLICY AND BY PRICE 
DISCRIMINATION BETWEEN CUSTOMERS 
FAILS TO FULFILL ALL FUNCTIONS | ATTEMPTS TO FUNCTION ASA WHOLESALER BUT 
OF WAREHOUSE MAN PASSES ON TO CUSTOMER WAREHOUSING COSTS 
WHICH AVERAGE 207% 

HANDLES MERCHANDISE WHICH 15 

OFTEN OF SUB STANDARD QUALITY 
CARRIES INCOMPLETE COMPELS CUSTOMER TO CARRY HIS 
OWN STOCK AND TO BUY FROM 
SEVERAL SOURCES 





LEGITIMATE 
WHOLESALER 


BUILDS CONFIDENCE AMONG TRADE 
AND STABILIZES LOCAL MARKET BY 
MAINTAINING FAIR PRICES 
OFFERS CUSTOMERS BEST 
AND MOST ECONOMICAL 

| WAREHOUSING SERVICE 

| HANDLES MERCHANDISE 
|_OF STANDARD QUALITY 

| CARRIES COMPLETE AND 
ADEQUATE STOCKS WHICH MEET 
CUSTOMERS ENTIRE REQUIREMENTS. 


EXTENDS REASONABLE CREDIT GENERALLY DEMANDS CASH TERMS ARE USUALLY 30 DAYS 


RENDERS A PROMPT AND DELIVERIES ARE COMPELS CUSTOMER TO WAIT FOR SHIPMENT 
6 | REUABLE DELIVERY SERVICE OFTEN UNCERTAIN FROM MANUFACTURERS STOCK AND THEN TO 




















INADEQUATE STOCKS 








: HAUL FROM FREIGHT HOUSE 


ADJUSTMENTS ARE ADJUSTMENTS MUST WAIT 
OFTEN UNSATISFACTORY FOR ACTION BY THE FACTORY 


OFFERS CUSTOMERS 
PRACTICALLY NO SALES COOPERATION 
PRIMARILY INTERESTED IN 





RENDERS PROMPT AND 
+ | SATISFACTORY ADJUSTMENTS 








~ OFFERS CUSTOMERS 
VALUABLE SALES COOPERATION 
BUILDS GOODWILL BY HANDLING 
REPUTABLE PRODUCTS AND BY IMMEDIATE. SALE RATHER THAN THE 
STANDING SQUARELY BEHIND THEM QUALITY OF MERCHANDISE OR BUILDING GOOD WILL 
OFFERS REPUTATION OF A RELIABLE] NOT GENERALLY REGARDED AS A PERMANENT, 
10 ESTABLISHED BUSINESS HOUSE | ESTABLISHED BUSINES, 19 GENFRALLY 

*| TAKING AN ACTIVE PART IN INDIFFERENT TO WS RESPONSIBILITIES 
|__| community ACTIVITIES TO THE COMMUNITY. 


Chart No. 5 








HAS NO LOCAL INTERESTS 




















Now let us consider our price competition, the “gyp” 
jobber and the direct selling manufacturer. Chart 5 
applies equally to both national and independent whole- 
salers. 

Are you giving alibis because of price competition 
or are you capitalizing on the Ten-Fold Service which 
you as a legitimate wholesaler render your trade? This 
chart shows how the services of the “gyp” jobber and 
direct selling manufacturer compare with your own. 

Have you sold your trade on the fact that it is 
cheaper for them to pay you fair prices and avail them- 
selves of the economical warehousing service which you 
offer than it is for them to deal with the “gyp” jobber 
or the direct selling manufacturer ? 

This is a big sales job which each wholesaler must 
put over in his own territory. But once you sell your 
trade on what it means to them to deal with a legiti- 
mate house the desirable business will be yours and at 
a fair price, too. Your price competition will have to 
content itself with the least desirable accounts. 

Here (Chart 6) we have six steps which we believe 
every wholesaler must take if he is to surmount his 
wall of competition and place himself in a position to 
earn adequate profits. 

The first step in this ladder is to Avoid Cutting 
Prices. Many wholesalers do not realize how seriously 
even a small price cut affects their net profits. As we 
go around the country, we find there is a lot of price 
cutting among legitimate wholesalers. Although we 
cannot give the national wholesalers a clean bill of 
health, we find the independents to be the biggest of- 
fenders. Chart 7 shows very clearly what happens to 
your net profits when you cut prices. It explains why 
the first step in this ladder of profits is to “avoid price 
cutting.” 

Next (Chart 6) we claim you should economize by 
taking three steps: reduce your operating costs, elim- 
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The Jobber's Salesman PLAN 
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2. REDUCE OPERATING COSTS 


1. AVOID PRICE CUTTING 





Chart No. 6 


inate your unprofitable accounts and render adequate 
service. Then, if you would successfully police your 
local situation and be in a position to deal collectively 
with your manufacturers on important questtons of 
policy you need a local wholesaler association (step 5). 
\nd this association must have strong leadership. 

We haven’t time to discuss these subjects at this 
meeting. If any wholesalers present are interested in 
local associations, and I hope some of you are, I shall 
be glad to tell you something of what existing local 
groups are doing in other cities after this meeting. As 
for operating methods, that is a big subject Perhaps 
we can get together at a later date to discuss how a 
wholesaler can best accomplish steps two to four. In 
the meantime we are constantly studying methods used 
by successful wholesalers and publishing our findings 


in THE JoBBER’s SALESMAN. 

In spite of how well you carry out these first five 
steps, you cannot make a real profit unless you come 
through on the final step and do a real job of intensive 
selling. This brings us to our New Plan for Market 
Determination and Development. This plan is no pre- 
scription which you can have filled at the corner drug 
store, take one bottle, and immediately be on the royal 
road to wealth. Neither does it provide a substitute 
for courage, hard work or common business honesty. 

It does, however, set forth certain principles—not 
theories—which must govern the activities of all manu- 
facturers and wholesalers who are to survive. Around 
these principles each of you must build his individual 
program. And you must draw upon all of the sales 
strategy, imagination and initiative that you possess. 
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The Plan is based on the fact that normal demand can 
no longer continue to support the ever-increasing num- 
ber of manufacturers and wholesalers. There are no 
longer millions of homes within reach of utility lines 
to be wired, thousands of industries to be changed over 
to electric drive or miles of streets to be lighted. This 
extensive selling job has now been done. Therefore, our 
industry is for the first time experiencing a real de- 
pression. 

Now we must take off our coats and start an inten- 
sive selling job—or pass out of the picture. There is 
plenty of business for everyone and profitable business, 
too, but it is not going to fall into waiting hands. It is 
going to be had only by the hardest kind of intensive, 
selective, and creative selling. 

This is the problem which faces you as wholesalers 
and by the same token it is the problem of the manufac- 
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| 6% | | 9% | be 2t% | 
| DECREASE | INCREASE |. INCREASE 
iN | IN YES IN 
| SALES || EXPENSE =| | INVESTMENT | 
MCRAE 6-%% 9% KG KX 
INGROSS INCREASE DECREASE DECREASE N DECREASE 
PROFITS  INSALES IN EXPENSE INVESTMENT —INSALES 
SALES 100,000 000,000 1.067000 1000000 1000000 937,000 
GROSS PROFIT RATE 5% = 6% KS 5%  lo% 
GROSS PROFITS 150,000 160.000 160,000 150000 150.000 150,000 
EXPENSE 12500 112,500 112,500 902,500 = 112,500 112,500 
OPERATING RATIO 15% 70% 70* 68% 15% 75% 
NET PROFITS 37500 47500 47500 47500 31500 37500 
INVESTMEN] 167000 167000 167000 167000 132000 167000 
TURNOVERS 6 6 64 6 76 56 
| NET RETURN 225% 264% 84% 4x 284% 225% 
Chart No. 7 
turers. It is the same problem that many older indus- 


tries had to face years ago. 

Our Plan, therefore, reduced to its simplest terms 
is merely a plan that sets forth the principles of inten- 
sive selling. It shows how easily, yet effectively, these 
principles can be applied by wholesalers and manufac- 
turers working together towards a common objective— 
greater profits. 

The first principle of intensive selling is to know 
your market and by that we mean the actual trade and 
consumer outlets in your own territory. 

The second principle is to have a plan for selling 
that market. 

How can we apply these principles to our own in- 
dustry? Before we can answer this question we must 
first determine just what the markets are which the 
electrical wholesaler can profitably develop. 
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A spiral chute runs from top floor to shipping room. A Shipping room. Orders come down chute and rest on 

chute cover (shown at right) on each floor falls into idling rolls at left. Items are then packed in baskets on 

place in case of fire. Orders are phoned from shipping rack at right. Spaces above rollers and basket are used 
room directly to stock men on each floor. for storing shipping cartons. 


Speeding up Service with 
~ Modern 


| Equipment 


Havens Electric Co., Albany, N. Y., has built 
an enviable reputation for quick service. All 
orders received before 4:00 P. M. are shipped uk tak sta oan athe 


Hoist for cable reels runs on the same day. The modern warehouse equip- contains shipping tabs already 
a Pome cna Gh ment shown on this page makes this fast serv- — poll cain os 
a 2 i . 

this equipment. ice possible. shipping department. 


Angle rack makes two rows of reels accessible to portable 
measuring and reeling machine. 


Cable is rolled from elevators at right and carried to 

proper location by overhead rail system. Full reels are 

kept on right side. Orders are filled from stock at left. 

Track running the length of room is for automatic mea- 

suring and reeling machine which is pushed to the reel 
from which order is to be filled. 
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Reducing Credit Losses 






from 


DEALER 
~ ACCOUNTS 


With the “Hinsdill Plan” the wholesaler 

controls his dealers’ stocks and collections. 

Retailers who are sub-risks may be sold 
with reasonable safety 


OME two years ago, Charles A. Hinsdill, Presi- 

dent of the Hinsdill Electric Co. of Troy, N. Y., 

decided that something must be done to put an 
end to the high mortality among his radio accounts. 
His credit losses were more than serious. As a re- 
sult he evolved the “Hinsdill Plan” which is now in 
successful operation with 90 radio retailers. Last year 
his credit losses from radio accounts were only 1.5% 
and net profits from radio sales were almost equal to 
those for 1929. Not only has the Hinsdill Electric 
Co. benefited from this plan but many retailers, who 
formerly were poor credit risks, lax in their own col- 
lection methods, are now operating on a sound finan- 
cial basis. 

Before describing the mechanics of this plan it should 
be emphasized that all details are carried out to the 
letter. Mr. Hinsdill has a strict policy and he abso- 
lutely refuses to deviate from it. This, in a large meas- 
ure, accounts for his success. 

The plan itself consists of: first, a guarantee of the 
dealer’s account; second, a consignment agreement cov- 
ering the dealer’s stock of merchandise, and, third, a 
collection system whereby the dealer’s customers make 
their monthly payments directly to a bank, where they 
are credited to the wholesaler’s account. 

Seven printcd forms are required to carry out the 
plan. The first form is a guarantee and waiver cov- 
ering the dealer’s indebtedness to the wholesaler. The 
dealer must first secure the signatures of responsible en- 
dorsers to this guarantee as an evidence of good faith. 
He is then permitted to sign a consignment agreement 
which gives the wholesaler the right to repossess the 
dealer’s stock in event the latter gets into financial dif- 
ficulties. A unique feature of this agreement is a 90 
day clause which gives the wholesaler the privilege of 
billing the dealer for any merchandise which remains 
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unsold in his consigned stock after 90 days and which 
allows the wholesaler to apply any credits due the dealer 
against such merchandise. 

Next, the wholesaler signs an agreement to purchase 
from the dealer all his time-payment paper, crediting 
the dealer for the full amount of the sale less carry- 
ing and collection charges and less the down-payment 
which the dealer collects and keeps. Standard terms 
of payment are 20% down, the balance to be paid in 
10 monthly payments. 

A standard loose-leaf account form is used by the 
wholesaler for each installment sale. These accounts 
are filed by dealers. Three forms are used for follow- 
ing up collections: a past due notice, a demand for 
payment and a final notice. If all these fail the dealer 
is then held responsible for enforcing the collection. 
Charts are supplied to dealers with actual amounts 
worked out for each model of radio set. 


HE unique feature of the “Hinsdill Plan” is the 
method of handling collections. An account is 
opened by the wholesaler at a bank in the dealer’s town. 
The dealer tells the customer to make all payments di- 
rectly to this bank. Then the wholesaler writes the 
customer stating that he has purchased the customer’s 
contract from the dealer. Printed deposit slips on the 
designated bank are enclosed with this letter. These 
are special slips with a notice of deposit at the bottom 
which the bank tears off and mails to the wholesaler. 
At first Mr. Hinsdill had some difficulty in persuad- 
ing the banks to handle customers’ payments. How- 
ever, he succeeded in selling three or four of the more 
progressive banks on the idea that many new people 
would be brought into the bank, some of whom could 
undoubtedly be persuaded to open personal accounts. 
The other banks then fell into line with little resistance. 
There is no reason why this plan could not be ex- 
tended to washing and ironing machines, ranges and 
water heaters, refrigerators and, in fact, all the so-called 
major appliances. Furthermore, the complete electrical 
equipment for a new home could be sold under a single 
contract and the entire sale handled through the dealer 
by the wholesaler along the lines of the “Hinsdill Plan.” 
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This WHOLESALER 
Sells to 


entral 


Stations 


By E. T. ROWLAND 


Marketing Counselor, 
THE Jopper’s SALESMAN 


HEN a man with years 
of wholesale experience 


the business secured from the 
outlying sections was being 








and with close contact 
with one of the national groups 
starts an independent house his 
methods should be of more than 
usual interest. 

One of the first lines secured 
by this house was that of a 
large appliance manufacturer. 
Although it is the usual policy 








taken at a loss. Wholesalers 
in other cities could give 
better service to these localities 
due to their location. Sales ex- 
penses naturally increased as the 
salesmen went further from 
their home city. Although a 
considerable sales volume had 
been built up and many valuable 














of this manufacturer to sell di- 
rect to central stations and de- 
partment stores, in this particu- 
lar territory it was decided to 
sell such accounts through their wholesale distributor. 

Therefore, when this new wholesale house was 
opened six years ago the first major sales activity was 
the development of appliance business with the merchan- 
dising departments of all central stations in the terri- 
tory. Working in cooperation with the appliance man- 
ufacturers complete sales campaigns were worked out 
for the utility merchandise managers, including the 
services of factory demonstrators. This sales service 
combined with the availability of the wholesaler’s local 
stocks resulted in a very satisfactory volume of central 
station business. 

The owner of the business soon came to realize, how- 
ever, that his gross profit rate was altogether too low. 
This was largely due to the fact that too large a per- 
centage of his total sales was central station appliance 
business taken at a small profit rate. Steps were imme- 
diately taken to develop appliance business from other 
retail outlets at a higher margin of profit. As a result, 
while central station business accounted for 25% of 
total sales in 1930, other retail dealers were responsible 
for 55% of the total business of this wholesaler. 

At the outset, salesmen for this house covered a very 
large territory. It soon became apparent, however, that 


Type of Wholesaler Covered by Study 








Case Study No. 8 








friendships made among the 
trade, it was decided to localize 
sales activities at once. Hence 
the “big boss” himself made a 
trip through the territory which was to be dropped, and 
thoroughly explained to each customer the reasons for 
this action. In this way friendly relations have been 
retained and some mail orders are still received from 
this territory. 

This house is a typical one-man organization. That 
is, there is but a single executive. Sales in 1930 totaled 
$164,000, a decrease of only 19% from 1929. The ter- 
ritory covered is all within a radius of 50 miles and in- 
cludes many small cities and towns. There are three 
outside salesmen, one of whom is vice-president of the 
company. The treasurer is also service manager. There 
is one inside salesman. _ 

One salesman covers the city and two travel the sur- 
rounding country. This is divided into four distinct 
territories. Each country salesman travels two, cover- 
ing them on alternate weeks. Also, he always makes 
the same town the same day in the week so that his 
customers know just when to expect him and, also, the 
house always knows just where he can be located. Each 
man has a definite list of calls for each town. This is 
worked out in conference with the president. Some ac- 
counts are called on each trip, others on alternate trips, 
etc. The salesman is encouraged to work out his route 
and calling list for himself and then submit it to his 
superior for suggestions. 

The original policy of this house was to call only on 
selected dealer and industrial accounts. The present 
policy is to solicit business from all accounts whose po- 
tential purchasing power is large enough to make the 


THE JOBBER’S SALESMAN 





ae RE AEE: 


sep rcabiin 












| ADMINISTRATIVE 


























SELLING 
37.9% 
















How operating expenses are divided 


account profitable. The incident which was responsible 
for this change in policy is well worth relating. A local 
industrial plant ordered some electrical equipment direct 
from the manufacturer. This equipment was for use 
on the product of this plant. The wholesaler who is 
the subject of this article was the manufacturer’s only 
distributor in the terriory. Hence, in acknowledging 
the order the manufacturer advised the customer that 
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FINANCIAL STATEMENT 
For Calendar Year Ending December 31, 1930 
1. Net Sales, after deducting returns and al- 


IGWENCES Ses eee $164,036 

2. Cost of Merchandise, including incoming 
CraNSHOrtn Tee es sca Sas ease c's $133,388 
3. (a) Gross Profit (Item 1— Item 2).....  - $30,649 
(b) Gross Profit Rate (Item 3a + Item 1). 184% 
4. (a) Total Operating Expense (Overhead)... $34,174 
(b) Overhead in Percent of Net Sales..... 20.8% 
(c) Operating Ratio (Item 4a + Item 32) 111% 
5: ) Net Operating Loss (Item 4a + Item 9 et 


3a) 
(b) Net Operating hone Rate {Item 5a = 


View 2) as SS a a 21% 
6. Other Income— 
(a) Interest and Commissions received..... $1,507 
(b} Cash Discounts Taken........... $ 953 
(c) Cash Discounts Given. .......... $2,092 


Minus $1,139 














CE} Tota oo ee sak Sees Ss pg sckesces 
7. Net Loss (Item 5a — Item  ) Sear $3,157 
8. Net Loss Rate (Item 7 + Item 1)......... 1.9% 
9. Merchandise Inventory ...... Ciieaaaeeeens $24,780 
10; Inventory Turnover, Times per Year...... 5.4 
1h. Investment or Working Capital.......... . $36,100 
12. Capital Turnover, Times per Year......... 45 








Financial statement shows 1.9% operating loss 


he would receive billing through this wholesaler. 

The wholesaler, however, had never called on this in- 
dustrial, He believed that one of his competitors was 
so strongly intrenched that it would only be a waste of 
time. So he was not surprised when the purchasing 
agent refused to accept billing through his house. He 
called at once and attempted to save the order but with- 
out success. Much to his surprise, however, he was 
cordially received, shown through the plant, and asked 
to keep in touch with them. This he has consistently 
done since that time and he has received a very satis- 
factory amount of business, too. 

A unique method of compensating salesmen is em- 
ployed. Each man receives a salary plus a commission. 
The commission is a percentage of all gross profits in 
excess of 25% for country salesmen and 20% for the 
city salesman. The men furnish their own cars and re- 
ceive an automobile allowance. This is $2.00 per day 
for the city salesman and $3.00 per day for the country 
salesmen. <A sales volume of $60,000 is considered 
necessary to support a city salesman while $100,000 is 
required for the house to break even on a country 
salesman. 

Floor space totals 5,000 square feet, which is utilized 
as follows: warehouse 4,200, counter 100, display room 
500, office 50, receiving and shipping 500. A perpetual 
inventory is maintained. Whenever a stock item is re- 
ordered a physical count is made so that the perpetual 
inventory is checked on each item as often as it is 
turned over. Stock orders are for 30 to 60 days re- 
quirements depending upon the distance from the source 
of supply. 

No minimum amount has been set for invoices but a 
10% service charge is made whenever a customer re- 
turns goods for credit and where no error by the house 
is involved. (Turn to page 58) 
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MEN YOU SHOULD KNOW 


John E. Sweeney 


Division Manager, Westinghouse Electric Supply Co., 


Chicago 


HERE is an old saying that 
the . back of opportunity’s 
head is bald so that, having 


passed by, he cannot be seized from 
behind by the tardy ones who don’t 
know a good thing when they see it. 
Whether J. E. Sweeney subscribes 
to this belief or not, his “second 
guesses” are few and far between— 
he has seized opportunity firmly by 
the throat and always from the front. 

This characteristic eagerness to 
seize a good proposition quickly has 
not been confined to those openings 
which promised him prosperity and 
advancement in business. On the 
contrary, he has been equally for- 
ward in going the second mile for 
the good of the majority in civic 
and social questions. All he wants 
to know before getting behind a 
plan or movement is, “Will it do 
good to our industry or our com- 
munity ?” 

Mr. Sweeney was born July 2, 
1884, at Buffalo, where he remained 
until he was 17 years old. He had 
no particular tendency toward any 
one calling but studied hard while 
attending grammar and high school, 
satisfied that when his chance came 
in business he would recognize it 
readily. 

This proved to be the case and he 
must have been well prepared, for 
he took the pole when the barrier 
went up and has maintained a steady 
pace ever since. Probably this partly 
explains his success—that he has 
avoided the spectacular and _ pro- 
gressed quietly. 

His first job was at the Pan 
American Exposition at Buffalo in 
1901. It was here that, while em- 
ployed in another department he was 
noticed by Henry Rustin, electrical 
engineer for the exposition. Soon 
after we find young Sweeney in the 
electrical department as Rustin’s as- 
sistant, helping to make layouts, 
particularly on the spectacular brand 
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of illumination which 
stamped the Buffalo 
affair as the first ex- 
position with adequate 
and beautiful lighting 
effects. 

Safely embarked on 
an interesting and use- 
ful electrical career, 
the boy “tended to his 
knitting” and was re- 
warded by Mr. Rustin 
taking him to the Lou- 
isiana Purchase Ex- 
position at St. Louis. 
They went there in 
1902, although the fair 
was not formally 
opened until 1904. Sweeney was 
somewhat advanced in his work at 
this time, assisting on all the lay- 
outs for light power and illumina- 
tion. 

The big show ended in December, 
1904, but they remained until the 
following year for the purpose of 
dismantling the huge installation. 
The boy was deprived of a good 
friend and employer when Henry 
Rustin died that year but lost no 
time in setting his face firmly to- 
ward the big leagues. He went to 
East Pittsburgh and took the spe- 
cial apprenticeship course with the 
Westinghouse Electric and Manu- 
facturing Co, 


E had only been at this about 
six months, however, when he 
suddenly dropped his work for an- 
other strangle hold on poor old 
opportunity. The folks down in Vir- 
ginia decided to hold the Jamestown 
Exposition, little knowing that they 
were dangling an irresistible lure 
before a young electrical fellow who 
had become an exposition hound of 
the first water. 
Anyhow, Mr. Sweeney hustled 
down to Jamestown in 1906 to be 
assistant electrical engineer for the 


He is Dependable 


For a man who has marched in the 
front rank of so many movements, 
John Sweeney is remarkably steady 
and conservative. 
has never hesitated to start some- 
thing—he has just been wise enough 
to be sure he could finish it. He is a 
pioneer, but not foolhardy, a blazer 
of trails who never forgets to take 
along his axe and rifle. You can bank 
on him to be ready for the next hard 

problem any time, any place 


The truth is he 


Exposition. This was opened in 
1907 and he stayed until all the wires 
were down and the last burned-out 
lamp was thrown into the junk bar- 
rel. 


HIS brought him to 1908, when 

he returned to East Pittsburgh, 
not as a prodigal son but with two 
years more of rich experience 
tucked away. Entering the execu- 
tive department he remained three 
years, being elected president of the 
Westinghouse Club in 1910. In 
1911 he was transferred to the 
Westinghouse sales department in 
Chicago. 

On this sales job he covered the 
Iowa territory. As usual, he rapidly 
became acquainted with not only the 
customers but with all conditions 
and possibilities in the area. Again 
he saw far ahead and another frontal 
attack left him astride of opportu- 

(Turn to Page 55) 








This is Number 135 in 
Our Series of Prominent 


Wholesalers. 
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* John E. Sweeney 


Jivision Manager, Westinghouse Electric Supply Co., Chicago 
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SALES OPPORTUNITIES IN INDUSTRIAL FIELDS 


Stribling 
Trains at Night 

Artificial sunlight enabled 
“Young” Stribling to es- 
cape midsummer heat and 
work-out in the evening 
for his bout with Max 
Schmeling. His training 
ring at Granger’ Lake, 
Ohio, was equipped with 
“dual-purpose” lighting; 
sixteen regular 500 watt 
lamps and one_ sunlight 
lamp. Incidentally, the 
night work-outs materially 
increased gate receipts at 
the camp. 


Vv 
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Before and After 

At Stripling’s Department Store, 
Fort Worth, Texas. The building 
covers almost a city block and was 
entirely rewired with surface metal 
raceway without disturbing ceil- 
ings, walls or floors. 800 new 
lighting units were installed with 
15,000 ft. of raceway. 
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Pictures in this section 
through the courtesy of 


Wiremold Co.; General 
Electric Co., and 
Benjamin Electric Mfg. Co. 
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The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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For Aggressive Independents 
~A Leader to pull with you 
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TIMELY warning to take a good, long look toward Se 
A the future was sounded when Jobber’s Salesman said 
that the easy business is gone and well-planned market 
cultivation is in order. And surely every wholesaler 
knows that the place to start is with his supplier, for it is 
pretty hard for a wholesaler to rise higher than the name 
and line he sells. 

Check your supplier with this yardstick: (1) Is his line 
ample for practical needs, and is it backed by strong 
advertising to your customers and your customers’ 
customers? (C-H has a complete line, and C-H is the 
most widely advertised name that an Independent can 
tie up with.) (2) Is he for and with the Independent? (C-H 
has all its eggs in the Independent’s basket.) (3) Is his 
name known and liked?(C-H has enduring friends wher- 
ever electrical devices are used.) 

Read those three points again. Check amy supplier 
against them. If your supplier doesn’t measure up, don’t 
you think you'd better consider founding your future on 
the solid rock of the Cutler-Hammer Line? CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of Electrical 
Apparatus, 1286 St. Paul Ave., Milwaukee, Wisconsin. 








The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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A proof of Leadership 
—the NEW C-H 


Turn these pages. See how prac- 
tical this line is — how well pack- 
aged and sensibly labeled — and 
read over the sales-making advan- 
tages of the various NEW C-H 
Wiring Devices, among them — 


the NEW C-H 
Duplex 
Receptacle 


with Patented Finding Ring 


> 
a 





In the NEW C-H Duplex 
Receptacle, mechanical 
and electrical features are 
treated separately, as they 
should be. For instance, 
pressure is supplied over 
entire contact area by non- 
current-carrying steel 
spring—not a compromise 
between a spring and a 
current carrier ... Shifting, 
pitting, and burning are 
eliminated . . . New Find- 
ing Ring makes plug in- 
sertion easy even in the 
dark . .. Body is polished 



























C-H 9586 “AAA” 
Twin-Break A. C. 


Starter 


C-H Bul. 4131 
Standard Duty 
Safety Switch 


At right, “Equal to many 
Type A switches” is the 


TWIN BREAK 
SEAN Sele to 
2 UIA 
a 


At right, a new, improved 
5 h. p. across-the-line ect 


‘ coat : Stanoazo Dury : starter with 14 vital fea- ‘ 
—, go - SAFETY 3° Swen tures including contacts Bakelite, very shallow, 
-H_ Safety Switch. Quic ro » which neither bounce, with improved plaster lugs 


make and quick break plus 
one-piece clips give the 
4131 switch unusual life. 
Many other features plus 
the rugged construction 
typical of the C-H Line. 


weld, nor burn. The starter 
which is almost imperish- 
able electrically, lasting 
years longer than ordinary 
starters, virtually eliminat- 
ing maintenance. Thermal 
“ P overload relay provides ab- 
prseraemrd alps gm solute motor protection. kind of deal C-H offers the 
amps., at 250 volts and 30 Rated up to 71% h. p. for re a ah dea 
to 200 amps., at 575 volts. 440 and 550 volts. ndependent olesaler. 


_CUTLER HAMMER _ 


.-A quality device, yet 
priced in line. Will sell in 
volume, creating good-will 
with trade and users. Get a 
sample—it indicates the 














— 


Motor Control. Safety Switches. Wiring Devices 


rA-4110 














The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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SALES OPPORTUNITIES IN INDUSTRIAL FIELDS 


Unusual Applications 
of Fans 


Over Welding Machine 

Every electric welder should have a ventilat- 
ing fan as an accessory. In addition to purify- 
ing the air the fan aids in drawing sparks out 
of the plant. Note that the section of window 
near the fan is crusted with scale of sparks that 
have been drawn toward the fan. This installa- 
tion is at the American Pulley Co.’s plant, Phila- 
delphia. 














In a Bakery 

Shipping room of this bakery is located on the 
floor below one in which baking is done. Heat 
filters down through the ceiling. As a result boxes 
of cake nearest the ceiling frequently spoiled in hot 
weather. This condition was corrected by a series 
of fans that drove the warm air from the ceiling. 
This fan was sold to Cox’s Bakery, Queens, L. I, 
by the Baitinger Electric Co., New York City. 





In an Ice Cream Plant 

Flies are kept out of this ice 
cream plant by the use of a 
one-eighth H.P. fan motor that 
blows air through a slot run. 
ning the full length of the door. 
The force of air is not annoy- 
ing to a human but is strong 
enough to prevent flies from 
entering the door. This is 
another sale of the Baitinger 
Electric Co., New York City. 
The installation is in the 
Queens, L. I., plant of the An- 
heuser-Busch Co. 





















































The adoption of the Hubbell New Rub- 
ber Twist-Lock line of devices by the 
world’s largest manufacturer stamps this 
new development as an_ outstanding 
achievement in industrial equipment. 


The advantages of unbreakable, live, solid 
rubber plugs, connectors and bodies have 
long been recognized. Combined with the 
distinctive and exclusive features of 
Hubbell Twist-Locks, engineering perfec- 
tion is obtained. 


c\/ 
Sg 
> > 


Y 


ther Iwist Lock 
dopted by the worlds largest 
anufacturer as standard equipment 





HARVEY HUBBELL, INC. 
Bridgeport, Conn. 
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Hubbell Twist-Locks now offer the secur- 
ity of a direct electrical connection with 
the flexibility of a separable connection, — 
a lock fast connection that is impervious 
to kicks, jerks and vibration,—an unbreak- 
able body of live, solid rubber, — protec- 
tion to the operator against shock and fire 


hazard. 


Write for complete information on the 


New Rubber Twist-Lock line. 


The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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SALES OPPORTUNITIES IN INDUSTRIAL FIELDS 


40-Foot Candles on 
the Working Plane 


A high intensity of 
diffused general illumina- 
tion was secured in the 
galvanometer laboratory 
of Leeds and Northrup 
Co., Philadelphia, with 
this installation of 300 
watt glassteel diffusers. 


Floodlighting the Hayloft 


[Two 100 watt floodlight projectors 
placed at opposite corners light the 
hayloft of this barn which measures 
40x80 feet. Besides giving adequate 
general lighting the projectors can be 
directed to any -section of the loft 
where directed light is desired. 


High Intensity 
Lighting in Textile Mill 


Proper lighting of textile mills 
requires high intensity, even dis- 
tribution and color correction. 
The National Electric Supply Co., 
Greensboro, N. C., met these re- 
quirements at the Greensboro 
Full-fashion Hosiery Mill with 
this installation of 500 watt 
glassteel diffusers using daylight 
glass globes. An intensity of 34 
foot candles was obtained. Har- 
old L. Ross of Greensboro was 
the electrical contractor. 
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Better 
Thought- 


Better 
Product - 


Better 
Sales 


Good selling requires thought —the best thought you 
can give it. It also requires a good product — one that 
helps sell itself and keeps itself sold. 


An & Panelboard is that kind of a product —all you 
need to create good sales for yourself is to study the 
simple method required to sell it. Usu- 
ally the order for the staples comes with 
the panelboard order. 


Write now for an @& Catalog and full details 


Frank Adam 


ELECTRIC COMPANY 





ST. LOUIS 

Atlanta, Ga, — Ohio Memphis, Tenn. Orlando, Florida San Francisco, Calif. 

L. A. Crow, F. Schurig, C. B. Rutledge, F. W. Knoeppel, Lee Van Atta, 

64 Cone St., N. W. 16s E. Pearl St. 203 Monroe Ave. 705 Lake Adair Blvd. 340 Fremont St. 

Cleveland, Ohio Seattle, Wash. 

Betontes: me. - Frank Reske, ee Philadelphia, Pa. R. E. Dryer, 

312 S. ‘Heaseee g 0. 684 The Arcade 422 Builders’ Ex. Pldg. Loe A. MacAvoy, Jr. 91 Connecticut St. 

Dallas, Texas 244 North 10th St. Tulsa, Okia. 

Be R. S. Wakefield, New Orleans, La. 

»ston, Mass, 4 Allen Bld ~ Ebersole, 

17: Cassidy, 181 on &- BOs cee pide Pittsburgh, Pa. rit S. Victor St. 

1 Congress St. SS Magazine&Natchez Sts. bys > spate Jr., Toronto, Can. 
— Lg Pe 2663 Wabash Ave. New York RE. Thomas, eo td, Elec. 
hg ones. Kansas City, Mo. Fred G. Kraut, es r n. Sales Office, 
137 Saranac Ave. Soe Stee 419 W. 54th St., P. O. Box 1349 $12 Pape Ave. 
19 E. 14th St 5 New York City 

Cc hicago, Il. i 2 Vancouver, Can. 

M gine Equipment Co., Los Angeles, Calif. Omaha, Nebr. St. Louis, Mo. Angglanmated Elec. 

E. Zinsmeyer, B. J. Fleming, O. H. Rottman, Ltd., 
4603 “Fullerton Ave. 1127 S. Wall St. 213 S. 12th St. 3650 Windsor Place Gu tilie Island 
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Winnipeg, Man., Can. 
— Ts Elec. 
t 


677 Notre Dame Ave 


Calgary, Alberta 
Amalgamated Elec. 
Corp. 
1301 11th Ave., East 


Hamilton, Ont. 
Amalgamated Elec. 
Co., Ltd., 
18 Mary St. 


Montreal, Can. 
Amalgamated Elec. 
~0., Ltd.. 
1006 Mountain St. 
























The products of this company are entered in the prize contest for this month, 


prize will be awarded the salesman selling the greatest quantity during the month. 


A $25 








She 


Jobbers Salesman 


W. J. McLAUGHLIN, Editor 





We 
Believe That— 


1 Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 


wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est ef the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 














Profitless 
Merchandising 


N recent weeks, leading business execu- 
tives have been stressing the necessity 
of fair prices for both commodities and 

services. At its recent convention the Na- 
tional Foreign Trade Council expressed its 
belief that “The importance of fair prices 
cannot be over-estimated in influencing the 
restoration of trade. Competition is unfair 
both to industry and to the community 
when price-cutting compels the sale of goods 
at a loss. Profitless merchandising retards 
prosperity.” 

Speaking before the Chicago Association 

of Commerce a few weeks ago, H. W. 


Phelps, president of the American Can Co 
said, ‘““As soon as manufacturers stop sellin; 
their products at prices below cost of pro 
duction or replacement, and begin to de 
mand prices which will net a fair return, 
believe business generally will receive a sub 
stantial stimulus.” 

“Profitless Merchandising” is altogethe: 
too prevalent in the electrical wholesaling 
industry. In at least one large eastern cit) 
price-cutting among the local wholesalers, 
fostered by mutual suspicions and an entire 
absence of cooperation, has become so seri 
ous that electrical contractors and industrial! 
purchasing agents have expressed their con 
cern for the survival of these wholesalers. 
These men realize that the electrical whole- 
saler performs a certain necessary function 
for which they are willing to pay him a fair 
price. In spite of this expressed attitude on 
the part of their customers the wholesalers 
lack the courage to ask prices for their serv- 
ices which will show them a fair profit. 

In another city, a large and supposedly 
very reputable wholesaler secured an order 
for direct shipment to his customer at a 
price very close to his cost. The manufac- 
turer’s suggested resale schedule provided 
him with an adequate profit. His compet- 
itors’ bids closely followed this suggested 
selling price. He secured the business but 
only the manufacturer made a profit. This 
is a typical case of profitless merchandising. 

Can a wholesaler take an order for con- 
duit delivered from his warehouse, as 
wanted, to a job 30 miles distant at a gross 
profit of 3% and expect to come out even on 
the transaction? And, yet, we have heard 
of another prominent wholesaler who re- 
cently took such an order. 

Fortunately for the industry, however, not 
all wholesalers are so eager for orders that 
they stoop to “Profitless Merchandising”. 
Especially among smaller wholesalers we 
find many who do not hesitate to refuse busi- 
ness which they cannot handle at a profit. 
One, for example, declined orders equal to 
about 20% of his business last year because 
he had set a minimum profit rate of 10% and 
refused to go under it, even on direct ship- 
ments. 

A firm policy which gives first considera 
tion to profits rather than volume is essentia! 
to sound management. 
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The Function 
of the Wholesaler 


RITING on “Stabilization” in a re- 
\\ cent issue of Sales Management, Jo- 

seph Wilshire, president of Standard 
Brands, said: 

“The function of the wholesaler is worth 
what it costs, or he would be displaced by 
a more economical service. ‘Therefore, it is 
up to every manufacturer to stabilize his 
merchandising in a manner that will give the 
wholesaler all that he is entitled to and en- 
able the retailer to make a profit. * * * If 
all the manufacturers and wholesalers could 
realize that their direct function today is ed- 
ucational rather than the selling of indivi- 
dual orders, I think we would soon find gen- 
eral business on a very much more profit- 
able plane. It is merely a matter of basing 
all of our methods on sound economic prin- 
ciples and in working for profits rather than 
for orders. A realization of these facts, and 
putting them into practice, will solve many 
of our problems of distribution.” 

Sound principles, these, which apply fully 
as well to the electrical wholesaler as to the 
wholesale grocer. THE JopBEr’s SALESMAN 
Plan urges the manufacturer to educate his 
wholesalers’ salesmen on his products, their 
applications and their markets. It urges the 
wholesaler to select his customers on the 
basis of quality rather than quantity and to 
educate them in a similar manner. 

All that is required to put these principles 
into practice is the individual initiative of 
each manufacturer and wholesaler. 


* * * 


Industry 
Leadership 
HE Radio Wholesalers Association 
furnishes an excellent example of how 


a trade association can assume leader- 
ership in its industry when it is working for 


a definite objective. 


At its convention in February, 1930, the 
issociation decided that it was to the whole- 
salers’ best interests for radio manufactur- 
‘rs to advertise their sets at prices which 
ncluded tubes. A quiet but persistent cam- 
aign was started to thoroughly acquaint 
the manufacturers with the details of the 





problem, especially from the viewpoint of 
the wholesalers. 

After a year of this consistent educational 
work the association adopted an aggressive 
policy. Leading manufacturers were sum- 
moned by telegram to a conference at the 
Cincinnati convention last February. These 
telegrams were followed up by forceful let- 
ters to all set manufacturers. As a result, 
four manufacturers announced a “complete 
with tubes” policy almost immediately, and 
by June all manufacturers exhibiting at the 
Trade Show in Chicago had adopted this 
policy. The R. W. A. justly claims full 
credit for bringing the radio manufacturers 
together on a uniform policy. 


2 2 
Beware 
the Giraffes 
HE following letter from one of our 
manufacturer friends certainly de- 


serves to be passed on to our readers: 

“T noticed that article in the June issue of 
Tue Jopper’s SALESMAN (pg. 92) concerning 
the “Fat Giraffe” floor lamp. Leaving aside 
the interest and humor of the situation, isn’t 
it possible that Mr. Wholesaler was endeav- 
oring to serve where ‘Angels should fear to 
tread’? The lesson to be gleaned from the 
experience probably is that that type of an 
order is one that should be refused by the 
wholesaler. 

“He probably could not induce his cus- 
tomer to keep it any more than the con- 
tractor could induce the customer to keep it. 
Manufacturers taking those orders never do 
so with the privilege of return. The net re- 
sult is that Mr. Wholesaler has an un- 
wanted, thin giraffe. 

“Sometimes it is more profitable to turn an 
order down than to become the unhappy 
owner of an emotionless giraffe.” 

This episode of the giraffe very definitely 
points a moral. Wholesalers would do well 
to refuse all orders for special merchandise 
unless the customer agrees that it is non- 
returnable. Only by a firm policy can they 


prevent the gradual accumulation of frozen 


investments in some cold corner of the ware- 
house. 
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ANNOUNCEMENT 


Summer Sales Prize Contest 
for Wholesalers’ Salesmen 


N the opposite page 
() are listed the names 

of all manufacturers 
who are cooperating in the 
August part of THe Jos- 
BERS SALESMAN’ Seventh 
Annual “Summer Sales 
Prize Contest.” ‘These are 
the manufacturers whose 
products are eligible in this 
contest. 

This contest is open to 
those wholesalers’ sales- 
men whose names have 
been properly entered by 
their sales manager, and 
to them only. 


All entries have been 
acknowledged by THE 
Jopper’s SALESMAN, and 
combination instruction 
and score cards sent to 
each contestant. 


This magazine is offer- 
ing a prize of $25.00 in 
cash for the greatest sales, 
at wholesaler’s sales 
prices, (what you bill the 
customer) of the products 
of each and every manu- 
facturer in this contest, 
that is, those listed on 
page 29, in the period of 
August 1 to August 31, 
1931, both inclusive. (Du- 
plicate prizes awarded to 
tying contestants. ) 

With so many prizes 
offered, every salesman 
has a chance to win one 


AUGUST PART 


or more prizes. There is 
no limit within the scope 
of the contest to the num- 
ber of prizes that one man 
can win. 

First, examine every ad- 
vertisement listed on page 
29. Then pick out the 
manufacturers whose 
lines are handled by your 
house. Do not hand in 
records for sales of lines 
on which your house is 
not a regular distributor. 

Second, study the mes- 
sages of these manufac- 
turers. They have at- 
tempted to give you the 
help which will aid you 
in increasing your sales. 

Third, the contest is for 
the whole month of July. 
Do not fail to “follow 
through” to the very end 
in your efforts. You may 
land an order the last 
hour of the last day that 
will win a prize. 


Note Carefully 


Sales records for the 
month are.to be kept by 
each contestant himself. 
At the end of the month 
he adds up the totals for 
each manufacturer whose 
lines he has been compet- 
ing on and enters them 
opposite the names of the 


respective manufacturers 
on his score card. He is 
then to sign his score card 
and send it to his sales 
manager who checks the 
figures, countersigns the 
card and sends it to THE 
JoBBER’Ss SALESMAN, to 
reach there by September 
21. 

City desk men or inside 
employes handling large 
volumes of business com- 
ing into the house, or offi- 
cers of the company, are 
not eligible in the contest. 
Such business, however, 
may be credited to such 
regular salesman as would 
be credited in the ordi- 
nary routine of the office. 


Apply the Plan to the Contest 


Don’t go after orders in 
a haphazard way but use 
the principles of selective 
and intensive selling as 
set forth in THE JoBBER'S 
SALESMAN’S Plan. Survey 
your territory now, deter- 
mine just who the cus- 
tomers are to whom you 
should sell the products 
of these manufacturers. 
Work up your sales plans. 
Study your sales presen- 
tation to each prospect in 
advance. Then concen- 
trate on these selected 
prospects during August. 
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MANUFACTURERS 
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ENTERED 


The “August Summer Sales Prize Contest” 


’ YHE following is a list of the manufacturers who are entered in the Summer Sales 


Contest for the month of August. 
numbers of their advertisements in this issue. 


The numbers on the right refer to the page 


In each case a notation appears on 


the page below the advertisement indicating that the company is entered. No prizes will 
be awarded for sales of manufacturer’s products whose advertisements are not so 
marked, except the advertiser on the front cover who is also entered and is listed below. 


NAME OF MANUFACTURER 
Adam Electric Co., Frank. .. 
Arrow Electric Division ... 
Bryant Electric Co.. 


Bull Dog Electric Products Go. 
NN MN, oka oc sh ce due Neves Senn 
Chance Co. 


Colt’s Patent Fire ‘sie Mte. ie. 


Crescent Insulated Wire & Cable Co... 


Cutler-Hammer, Inc. . .. 


Piteperaid Bile. Co. . ... 0. 20.000 


Harvey Hubbell, Inc. .... 
Jefferson Electric Co. . 


ER Pe ee: ee omen eee 


Pass & Seymour, Inc. .. . 


py Sr ree 


‘ Roach-Appleton Mfg. Co....... 


ee re 


re 
Trumbull Electric Mfg. Co. =e 
Waters-Genter Co. ........... 
Wooemeid Co. . ..... 05555 


Advertisement 
on page 

25 

31 

.. Front cover 
.. Back cover 
35 

.. .40-41 

49 

.. 48 

. .20-21 


... Inside front cover 
4 

67 

. 46-47 

45 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 
Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 








__EASTERN STATES* CENTRAL STATES® WESTERN STATES* 


age ged a soariie Yate jew ike _— 
June 15 to enera une 15 to enera une 15 to enera 
COMMODITY July 15 Trend July 15 Trend July 15 Trend 























Transformers, insulators, distribution 
equipment 

















Poles and pole-line hardware 
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Switchboards and accessories 
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Motors and control apparatus 
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Safety switches 











Wiring devices 
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Conduit and fittings 
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Commercial lighting units 





Residential lighting units 
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Street lighting equipment 
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Heating appliances 
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Motor driven appliances 
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Flashlights and batteries 
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Telephone equipment 
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Storage batteries 0 








ALL 22 LINES COMBINED 
Good Fair Poor Good Fair Poor Good Fair Poor 


June 15, 1931—July 15, 1931............. 11% 46% 43% 11% 43% 46% 8% 50% 42% 
Same Period Previous Month 10% 42% 48% 14% 43% 43% 8% 43% 49% 
Same Period Year Ago 13% 44% 43% 16% 43% 41% 18% 50% 32% 















































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota, Nebraska, Kansas, Oklahoma and Texas. 


Central States include all between. 
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SCREWLESS 
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iS screws — 


le or loosen 


















ALTERNATE heating and cooling, twist- 
ing and pulling loosens holding screws 
in ordinary plugs so they soon fall apart 
—useless. These new plugs stay to- 
gether and stay USABLE. 


NO HOLDING SCREWS to loosen and 
lose out of ARROW Screwless Heater 
Plugs. Plug sections are held together 
by SPRING CLIPS—self-adjusting to 
temperature changes, yanks and twists. 


\ WAM Mie 





EASIER TO WIRE than screw-held 
plugs. To take apart, simply slip off 
spring clip at bottom and collar spring 
at top. Convenient ! 





2 70 scat? 





Above: Screwless Switch Plug 
No. 7762. Made extra service - 
able by patented switch mech - 
anism, operating with excep- 
tionally long 2-point break, ~ 
with current-carrying and 
current- breaking capacity away ih excess of normal needs. . . 


At right: Screwless Plug No. 7760 without switch. Having the 
same features of spring clip fastening as No. 7762. 
At left: CORD SETS with the new screwless plugs move fast 


across Dealers’ counters. Assembled with imprqved plug cap 
and Rockbestos Heater Cord. The plugs sell the sets! 








NEWLY DESIGNED of lustrous BAKELITE; 
modern, attractive, salable on sight. 
Just in time to run up your record for 
sales of ARROW devices in the August 
Sales Contest! 






No fe act?” 





Aste 


ARROW ELEGTRIG Division 


THE Arrow - HART & HEGEMAN ELECTRIC Co. 





se 





HARTFORD, CONN. 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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NEws 


from the Wholesale Field 





Manhattan Moves to Larger 
Quarters 

The Manhattan Electrical Supply 
Co., Inc., New York, has moved to 
much larger and newer quarters in 
the Green Bldg. at 100 Sixth Ave. 
in the same city. Large, beautiful 
display rooms for radio and appli- 
ances, also fine shipping and receiv- 
ing facilities make the new quarters 
more desirable than those previously 
occupied by the company. 

a 
A. F. Hearl Elected President 
of N.E.C.A. 

The National Electric Credit As- 
sociation has elected as its 23rd presi- 
dent, Arthur F. Hearl, president, 
American Electric Supply Co., Chi- 
cago. Earl R. Miller of Newark is 
now vice-president. 

x * x 
Monumental Holds Display 

While at the N. E. L. A. Conven- 
tion, L. E. McCalley, president of 
the Monumental Electrical Supply 
Co., Baltimore, Md., made arrange- 
ments for the Moe Bridges Co. to 


! Kone JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 

ceives voluntary news contributions and snapshots from wholesalers and 

their salesmen. All this enables it to reflect from month to month the per- 

sonal element in the industry. Your co-operation is solicited in making this 
human side of the magazine more interesting 


bring its entire display to Baltimore 
to be shown in the studio of Mr. 
McCalley’s firm. Announcements 
were sent to all the firm’s dealers 
and the display was said to be a 
success. 
a 
J. M. Spain with Pacific 
Wholesale 


J. M. Spain, formerly manager of 
the Southern California branch of the 
California Victor Distributing Co., 
and for a short time affiliated with 
the Radio and Music Trades Associa- 
tion of Southern California, has been 
appointed sales manager of the Pa- 
cific Wholesale, Ltd., Los Angeles. 

x * x 


Philadelphia’s Electric and 
Radio Show 


The Electrical Association of 
Philadelphia announces that its 
fourth annual electric and_ radio 
show will be held from September 
28 to October 3. This show will 
be the occasion of the premier open- 
ing to the public of Philadelphia’s 
new convention hall. 





Graybar Branch Under New 
Management 


Announcement has been made by 


the Graybar Electric Co. that, ef- 
fective July 1, its branch in Salt Lake 
City, Utah, which formerly was un- 
der the management of the Denver 
Branch, is now under the manage- 
ment of the San Francisco office, 
headquarters of E. J. Wallis, Pacific 
District manager. J. M. Perlewitz 
continues as sales manager at Salt 
Lake City. 


* * X* 


Nelson Electric Has New 
Branch 


Nelson Electric Supply Co., 
Tulsa, Okla., has opened a new 
branch at 3601 Main St., Dallas 
(called the Nelson Electric Supply 
Co. of Texas). This store will 
handle a complete line of electrical 
supplies and merchandise. C. B. 
Nelson is president; J. E. Coad, 
vice-president, and Page Nelson, 
secretary-treasurer of the Texas 
house. 








Attention Wholesalers’ Salesmen 


Be ‘Sure to Have Your Sales Manager Countersign Your July Score 
Card For THE JOBBER‘S SALESMAN Summer Sales Prize Contest and 
Mail It to Us on or Before August 20. 


August Score Cards Are Now in the Mail. 
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SOLD in a Second! 








Do You Want $25? 


$25.00 goes to the jobber’s salesman who 
sells the most RACO Switch and Outlet 
Boxes during the month of August. RACOS 


are easy to sell —due to their many out- Simple Demonstration 


standing features at no extra cost. To be 
the winner —all you have to do is gener- 


ee 
ate a little more pep and enthusiasm—talk Clinehes Your 


RACOS to your trade—tell them about 
PRI-OUTS. Somebody’s going to get the 
money — and it might as well be you! PRI-O| | 4 - Orders 


MAXIMUM of ORDERS from a MINIMUM of 

SALES EFFORT—How?—It’s simple. Just slip a 
sample RACO PRI-OUT box in your pocket, and instead of 
talking boxes), DEMONSTRATE PRI-OUTS. 


Pri-outs are different. It takes only a jiffy to show how easily 
and quickly PRI-OUTS actually lift out. Advantages are in- 
stantaneously apparent—a one second demonstration clinches 
your order. 


























| 
. 


The secret of PRI-OUT ease is leverage. Insert a screw driver 
or other prying tool, in the PRI-OUT slot—bear down—and 
up and out comes the PRI-OUT. 


No pounding—no twisting, no finger injuries, and because 
PRI-OUTS come out instead of being bent or driven in, there 
is more room for clamps, studs, switches, receptacles—hence 
easier witing—quicker work. 


AND THEY COST NO MORE THAN OLD FASH- 
IONED KNOCK-OUT BOXES. 


We'll be glad to furnish you PRI-OUT boxes to be used as 
demonstrators. Just advise us the type of box being used in 
your territory. 


ROACH-APPLETON MANUFACTURING COMPANY 
SOUTH BEND, INDIANA 


GACo 


PRI-C DUTS 


TRADE MARK REGISTERED 









The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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F. L. Rorer, manager of the Elec- 
tric Appliance Co., South Jackson- 
ville, Fla., won a free trip to the 
General Electric factory and head- 
quarters at Bridgeport, Conn., and 
New York. 


E. P. Howe has resigned as spe- 
cialty salesman for the Wetmore- 
Savage Co., Providence, R. I., to take 
up residence in California. 


A NEw city salesman, C. E. Ry- 
lander, has joined the sales staff of 
the Graybar Electric Co., Brooklyn, 
Net. 


JouNn Decker, formerly with the 
New York Talking Machine Co., is 
now covering several counties in 
New York for the Times Appliance 
Co., New York. 


G. M. De Kreker is now with J. 
Korber and Co., Albuquerque, N. 
Mex. He was formerly with the 
Mine & Smelter Supply Co., El 
Paso, Tex. 


Two NEW SALESMEN, W. M. Grim 
and G. Heeren, have joined the sales 
staff of Cuny-Guerber, Inc., New 
York. Both of these men were for- 
merly with Stanley and Patterson. 


THe Gi_HaAM Electric Co., Atlanta, 
Ga., announces a new city salesman, 
J. C. Major. Mr. Major is assisting 
P. C. Gilham, Jr., in calling on special 
electrical contracting and industrial 
accounts. 


Changes in Personnel 
J. E. Coan, formerly with the 
Graybar Electric Co., Dallas, Tex., 
has become associated with the Nel- 
son Electric Supply Co., of Dallas 
as vice-president. 
* ok * 


Lines Added by Wholesalers 


Stuspss Exectric Co., Portland, 
Ore.—This firm has been appointed 
distributor for the General Motors 
radio and Holbrook refrigerators. 

CENTRAL ELectric SuppLy Co., 
Denver, Colo.—This company has 
been appointed distributor for the 
“Faultless” Electric washer made by 
Vulcan Mfg. Co., Kansas City. The 
“Mark-Time” switch line has also 
been added by this house. 


CENTRAL STATES Co., Columbus, 
O.—This house is now: selling the 
Union Insulating Co. line of weather- 
proof sockets, bakelite switch plates 
and bakelite solderless connectors. 


MANHATTAN ELECTRICAL SUPPLY 
Co., New York—This organization 
has just been appointed exclusive 
distributor for “Delco” fans and 
plans are being made for an inten- 
sive drive on fans. 


BLAINE Etectric Co., St. Paul, 
Minn.—This company has been ap- 
pointed “Arrow” distributors. 


GENERAL ELECTRIC SUPPLY CorpP., 
Buffalo, N. Y.— The new General 


Electric home laundry equipment has 
been taken on for distribution by 
this house. 


East Coast ELECTRICAL SUPPLY 
Co., New York—‘Geneva” radios 
will be exclusively distributed in the 
metropolitan district by this house. 


WETHERBEE E.rctric Co., Okla- 
homa City, Okla.—“Universal” prod- 
ucts have been taken on by this house 
in addition to its unusual lines. 


ES &ECo., Inc., Albany, N. Y.— 
This company is distributing “Thor” 
washers and ironers, “Zenith” radio, 
and “Warren” telechron clocks. 

* * x 


Jobbers’ Sales Activities 

MONUMENTAL ELECTRICAL Sup- 
pty Co., Baltimore—This firm has 
circularized all of its dealers, asking 
them to modernize their store light- 
ing. Salesmen then go out with 
samples to close the sales. It is re- 
ported that about 11% of the deal- 
ers have responded. 


McCarrFery Co., South Bend, Ind. 
—Appliances are being stressed in 
the sales activities of this company. 


MANHATTAN ELECTRICAL SUPPLY 
Co., New York—“U. S. Radio-Tele- 
vision” sets form the basis of the 
sales campaign being conducted by 
this company. 


Betasco Exrectric Suppty Co., 
Chicago.—“Delco” fans are being 
emphasized in the sales activities of 
this firm. 


GERMANTOWN ELECTRIC SUPPLY 
Co., Philadelphia—In the July Sales 
campaign this house stressed “Magic 
Maids.” 





A 


individual wholesaler. 


issue. 





THE JOBBER’S SALESMAN 
INDUSTRY SURVEY 


QUESTIONNAIRE vas recently sent to all electrical wholesalers asking for pertinent information 
on the conditions of general business in each wholesaler’s territory as well as on the business of the 


Replies are coming in rapidly and a complete summary of these reports will appear in our September 


Early returns are encouraging. Of the wholesalers reporting on their own business, 42% find a dis- 
tinct upward trend, 40% say their business is steady and only 18% report a downward tendency. 
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FLASHLI 
with 
Perfection in 


Every Detail 









N 
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New 3- Position 
Button Safety 
Switch 



























Here’s the flashlight that you 
can sell to your dealers. Think 
of how these special features 
will help your dealers to in- 
crease their flashlight sales: 


NEW—"""-" Safety Switch. This switch makes it impossible to accidentally push the light on. Button must 
be pressed firmly before the switch can be moved to the “on” position. 

NEW End Cap. Three surfaces, evenly distributed, permits flashlight to stand on end without tipping or 
wobbling. Cap rests absolutely flat. There is an extra lamp compartment in end cap for carrying 

an emergency lamp. 

NEW—"eor Gauge Metal Case, made of seamless tubing . . . with beautiful new style ribbing . . . that 
won't crack or dent out of shape. The case is big and roomy... permitting insertion or removal 

of Burgess Flashlight Batteries without clogging. 


NEW —ord Better End Cap Spring. Stronger! Assures good contact of batteries and lamp at all times. 


NEW — Cctagonal Non-Rolling Head. 


NEW and BETTER Flat Lenses, in all of the focusing cases, with improved quality of glass that permits a 
greater percentage of effective light. 


NEW —Certer Ring, which makes it much easier to hang flashlight. 


AND— Candle Feature, in focusing types. 


Your dealers get all of these new and special features in the New Burgess Flashlights at no advance in price. 
Furthermore, they get all the popular numbers in the No. 66 and No. 77 Burgess Flashlight Displays. These new 
Flashlights will be supplied in red, green and black colors. They offer your dealers a good margin of profit... 
with the assurance of satisfied customers and “‘repeat”’ sales. 


BURGESS BATTERY COMPANY 


Engineers and Manufacturers of Electric and Acoustic Products 
General Sales Office: CHICAGO 
New York Boston Chicago Atlanta Kansas City Minneapolis San Francisco Los Angeles 





In Canada: Niagara Falls and Winnipeg 


~ 


a New Garter Candle Light 

Ring Feature, on 

all Focusing 
Types 






New and § 

Spring, assures 

contact between - 

teries and lamp. 

fate. See. e extra 

amp Compartment in 
End Cap. 





New and Heavier- 
Gauged Meta! Cases 
of Seamless Tubing 
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Big, Roomy Cases, 
that permit easier 
insertion and remov- 


al of batteries, with- 
ie. out clogging. ( 














BURGESS Fiasutiicuts & BATTERIES 








The products of this company are entered in the prize contest for this month 


prize will be awarded the salesman selling the greatest quantity during the month. 


- A $25 
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Portable 

Decorative 

All Eleetrie 
Highly Efficient 
Automatie Shut - Off 
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HUMIIDITY.. 
The Big Idea for Fall and Winter Sales 


The field for humidity represents one of the largest 
unsatisfied markets of the day. The public recognizes 
the need for humidity during the heating season—yet 
it has been waiting for an efficient low priced humidify- 
ing device to be perfected. The new Lewis Portable 
Electric Humidifier will meet the tremendous built-up 
demand both as to price and performance. 


Distinctly ornamental in appearance, the Lewis 
Portable Electric Humidifier will fit in any surroundings. 
It is ideal for offices where dry heated air exacts such a 
toll in reduced working efficiency. In the home it gives 
protection to the health and adds to the comfort of the 
entire family. For hospitals and sick rooms the Lewis 
Humidifier is without equal in the relief of nasal, throat 
and lung congestion. Volatile oils may be evaporated 
with the water for the treatment of colds. Flower or 
pine essences may be used to introduce a pleasant 
fragrance into the rooms or to neutralize cooking and 
tobacco odors. Many women also find the unit a con- 
venient means of steaming a wave into the hair. 


The market is universal—the price places it within 
the reach of everyone—the patented “forced evapora- 
tion’’ process gives it unusually high operating efficiency. 
Put your selling efforts behind the Lewis Portable 
Electric Humidifier—it is the big news of the season. 


LEWIS AIR CONDITIONERS, INC. 


815 Second Avenue South Minneapolis, Minnesota 


© HOW IT WORKS 


The Lewis Portable Electric Humidifier 
operates on an entirely new principle of 
“forced evaporation”. The urn itself is purely 
a decorative container for the water. The 
entire operating and heating elements are 
encased in a float which rides on the surface of 
the water. There are no motors, no fans and 
no noise. A level of about 1 inch of water 
over the heating surface within the float is 
constantly and automatically maintained. 
Intense heat applied to this restricted surface 
forces a high rate of evaporation. No attempt 
is made to heat the surrounding water. The 
urn holds six quarts of water which are evap- 
orated at the rate of a full pint per hour. When 
the water supply becomes exhausted, the float 
tips, breaking the mercury tube contact and 
automatically shutting off the current. Here 
is the ultimate in mechanical simplicity— 
combined with the highest evaporating effi- 
ciency. 


® JOBBERS 


The Lewis Portable Electric Humidifier is 
being distributed exclusively through the 
jobbing trade. For schedule of discounts, 
samples of dealer advertising help, catalogue 
inserts, and general national sales plan, write 
Lewis Air Conditioners, Inc., on your letter- 
head. Do it today. 


tone HUMIDIFIER 
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D. L. Fife, president of the Fife Elec- 
tric Supply Co., Detroit, is waiting for 
the rest of his foursome, although the 
photographer “took him” near the ten- 
nis court. 


Jobbers Active in Asso- 
ciations 

Harry W. Brown, manager of 

the Portland branch of the Electric 

Corp., has been elected president of 
the Portland Electric Club. 


M. H. Masry, president of the 
Raybro’ Electric Supplies, Inc., 
Tampa, Fla., was appointed secre- 
tary-treasurer of the Florida State 
Racing Commission. 


C. H. McCrean, Graybar Electric 
Co., Kansas City, Mo., has been 
elected treasurer of the Advertising 
Club of Kansas City. Mr. McClean 
has also been re-appointed general 
chairman of the Speakers Training 
Division of the same club. 


Harry L. Harper, manager of the 
Graybar Electric Co., Los Angeles, 
has been appointed chairman of the 
decorations committee for the Los 
Angeles Fiesta to be held during the 
first week of September, commemo- 
rating the 150th anniversary of the 
founding of the city. H.C. Gold- 
rick, merchandising manager of the 
same company, has been elected a 
member of the executive committee 
of the Los Angeles Electric Club for 
the season of 1931 and 1932. 


* * Xx 


E. E. W. A. Club Rooms 
Now Open 
THE JoBBER’S SALESMAN takes 
pleasure in announcing that their 


representative had the honor of be- 
ing the first visitor to enter the new 
club rooms of the Eastern Electrical 
Wholesaler’s Association on the of- 
ficial opening day July Ist. 

The new permanent quarters at 41 
Union Square West, New York City, 
Rooms 931-36, allow ample space for 
both regular meetings and special 
events. Julian Hawks, managing di- 
rector, is now devoting his entire 
time to the Association. 

A big program is planned for the 
future and hopes are justified by past 
achievements. Seventeen months ago 
the Association was formed by a 
group of seven independent wholesal- 
ers. Today the membership rep- 
resents 90% of the wholesaler pur- 


chasing power in the New York area. 
* -* * 


A Correction 
In the July issue of THE JoBBER’s 
SALESMAN it was reported that the 
Hartford Electric Supply Co., Hart- 
ford, Conn., had been appointed dis- 
tributors in Connecticut for the Gen- 
eral Electric Radio. This report 
should have read that the company 
has been appointed distributors for 

the General Motors Radio. 

‘vee 


Lindley Increases Volume 
The Lindley Electric Supply Co., 
Philadelphia, reports that its sales 


volume has increased 20% _ over 
May and June, 1930. 


Paschen Now In Quincy 

Our old friend W. H. (Bill) 
Paschen, formerly with the old Elec- 
tric Appliance Co., in Chicago, and 
later manager of their Peoria, IIl., 
branch, is now covering the city of 
Quincy and parts of Missouri for 
the Crescent Electric Supply Co., of 
that city. Bill has been a contractor 
and jobber as well as an engineer, 
so he is thoroughly at home anywhere 
in the industry. 

ae 


Hudson-Ross Handles Gen- 
eral Motors Radio 

Hudson-Ross, Inc., Chicago, has 
recently been appointed distributor 
in the Chicago territory for General 
Motors radio. D. A. Packard, for- 
merly of General Motors Radio, Chi- 
cago, has been made sales manager 
for Hudson-Ross and the following 
men have been promoted to zone 
managers: Ben Burns; J. K. John- 
son; M. C. Foster; I. B. Picard, and 


L. T. Verner. 
* * x 


G. Russell Gould Joins Phila- 
delphia Association 

G. Russell Gould has been add- 
ed to the staff of the Electrical Asso- 
ciation of Philadelphia and will have 
charge of the Association’s merchan- 
dising activities. His immediate ef- 
forts will be on ranges and refriger- 
ators. 





Meet the warehouse boys at the Terry-Durin Co., Cedar Rapids, Ia. 


They 


are: Dan Ellison; Jack Davis, warehouse foreman; Lester Dyrland. The two 
men in the rear are Russell Pendleton and Charles Allison. 
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WIRES ° CABLES * ACCESSORIES 


One source for all requirements 
for every type of installation. . 


The most complete line of electrical wires and 
cables in the country—all types, constructions 
and voltages—these are the products of General 
Cable. 

Every item you normally handle, in bare or 
insulated conductors, can be supplied from this 
single source. 

You know the prices, for price sheets are 
published as a guarantee of fair dealings with 
all buyers. 

You can count on complete cooperation, for 
this company has never varied its established 


GENE 


Offices in Principal Cities 


policy of full support to Electrical Distributors. 

You have assurance of prompt delivery from 
the many widely scattered plants and warehouses. 
And there is always available sales assistance from 
strategically located offices... and engineering 
assistance which is constantly ready to help solve 
any unusual questions that may arise. 

General Cable—one source for all require- 
ments for any type of installation. What do you 
need? Call the nearest District office or address 
General Cable Corporation, 420 Lexington Ave- 
nue, New York, N. Y. 


AL CABLE CORPORATION 
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YOU CAN’T MISF 
CHANCE LINE o 





THE CHANCE 
SOCKET 





THE CHANCE 
STEELWING 
SCREW ANCHOR 


The Socket Attachment shown here fits into the end of FOR _— 
any ordinary screw anchor wrench. This arrangement DOUBLE GUY 


prevents the wrench from splitting when the anchor hits 
a tough spot in certain kinds of soil. The adapter is a ’ 
steel forging and its strength is far in excess to the body The Chance Steelwing 


of the wrench. It will carry the heaviest loads necessary Screw Anchor is the 
in screwing in the largest anchor. Furnished without newest addition to the 

Chance line of screw 

anchors. Made entirely 
of steel. The wide helix and sharp, thin 
blades make installation exceptionally 
easy. The specially designed Twineye al- 
lows the use of any standard pinch-bar for 
—- The entire anchor is hot galvan- 
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CHANCE ANCHORS » 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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Always ask your cus- 
tomers about their sup- 
ply of Chance Heavy 
Telegraph Augers. 
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SQUARE SHANK ANCHOR 


Where soil conditions are ideal it is safe to sell 
your customer the Chance Square Shank Anchor. 
Note the wide spiral which speeds installation 
with less friction and disturbance of earth. 


CHANCE PILOT ROD SCREW 
ANCHOR 


One of the greatest improvements ever made 
in screw anchors. A large sharp pointed Cone 
forged on the end of the rod leaves an open- 
ing in the earth for the end of the Anchor there- 
by reducing friction in screwing in. The Anchor 
body, loose on the rod, is screwed in the same 
manner as all other screw anchors. 


SWAMP SCREW ANCHORS 


The ideal Anchor for swampy 
land threaded to fit standard 
gas pipe. One or more lengths 
may be used depending upon 
depth of solid soil below bog 
or swamp. Furnished with a spe- 
cial thimbleye nut. Question 
your customers about swamp 
Anchor requirements in their 
territory and then tell them 
about Chance Swamp Anchors. 


INSTALLING WRENCH 


Here is Chance Screw Anchor 
Installing Wrench. Note how 
the adapter for Chance Socket 
Anchors is fitted in the end. 
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‘RE SELLING 
f SCREW ANCHORS 


the 









FRICTION HANOLE 


SPRING CATCH EASILY ea END TO 


ADAPTER—> I 








The products of this company are entered in the prize contest for this month. A” $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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At the annual golf tournament of the Electrical Association of Philadelphia, 
Jack Buchannan, of the J. F. Buchannan Co., was low man again this year, with 
a score of 80. Eddie Hoffman of Union Electric Construction Co. was high 
man with a score of 180. 1. “Johnny” Ford, past president of the Philadelphia 
Electric Light Association, at the left. Then E. E. Hedler, past president of 
the Electrical Association of Philadelphia, and George Conover, managing direc- 
tor of the Electrical, Association of Philadelphia. 2. Walter Beckett, left, of 
Wiremold, and Jack Sechler, Square D, are having a little war all by themselves. 
3. We told Joe Pratt of the entertainment committee we would get a good photo 
of him this year. We lied. 4. Russell Gould, who has been recently added to the 
staff of the Association as director of merchandising activities. 5. Dave Stout, 
left, and R. M. Schaeffer, Colonial Electric Co., have a contractor corralled 
betwen them. He is Thomas S. Whitehead, Cates & Shepherd. 6. Sam Moylan, 
in charge of membership division, left, and Sheridan Taylor, publicity director. 
7. H. P. Liversidge, president of the association. 8. Sherman Griselle, “Eureka” 
vacuum Cleaners, is telling us that it would have been a fine shot if someone 
hadn’t been wise cracking just when he was trying to concentrate on the ball. 
9. E. J. Coyle, president, Colonial Electric Co., has just wound two strips of tape 
about his fingers to remind himself not to allow anyone to snap his picture. 
10. Charlie Becker and the club “Pro” checking them out as they start on the 
fourteen mile course. 11. Oh! Oh! Such language! 12. From left to right, or 
maybe it is from right to left. Anyway the gentlemen enjoying a snack are: 
H. A. Brown, T. J. Fleicher, J. F. Sechler, J. D. Dougherty, Frank Elliot and 
Ernest Hedler. 13. Left to right: W. A. Lurth; R. A. Lucas, both with United 
Engineers; L. D. Anthony, Appleton Electric; L. H. Hein. 14. J. F. Costello, 
Frank Adams; G. E. Montgomery, Bulldog; George Englekraut, and Sam Bord- 
man, Franklin Electric. 15. E. M. Binns, left, and J. H. Fischer of Westinghouse 
Supply. 16. F. R. Elliot, Elliot Lewis Co., and H. P. Liversidge, president of the 
Electrical Association of Philadelphia. 17. Wm. R. Stille, RCA Victor, and 
W.M. Phillips. 18. Joe Susee, Stewart-Warner. 


E. J. Wallis‘'Completes Term 
of Service 


E. J. Wallis, since 1916 Pacific 
district manager for the Graybar 
Electric Co., on July 6 celebrated the 
completion of 35 years of service 
with the Western Electric Co., and 
the Graybar Electric Co. After 
graduating from the University of 
Rochester in 1896 Mr. Wallis en- 
tered the employ of the Western 
Electric Co. in New York. Two 
years later he became chief clerk 
with headquarters in Chicago and in 
1902 he was transferred back to 
New York as chief clerk. In 1906 
he became traveling inspector of 
branch houses and 10 years later he 
was promoted to his present position. 

oe. * 


E. G. Jay Talks on Credits 


Edward G. Jay, manager of the 
Metropolitan Electric League of 
Boston, recently addressed the elec- 
tric group of the National Associa- 
tion of Credit Men. He said, in 
part: 

“Credit extended to responsible 
people by a business having financial 
stability is a source of perfectly 
legitimate income. It is a builder 
of good will, and it stimulates sales. 
Personally, I think a credit depart- 
ment is a banking department. It 
should show a profit on its transac- 
tions. These consist of loaning 
merchandise (which is really your 
invested capital) to a firm or indi- 
vidual, for:a certain period, for a 
consideration. It is an accommo- 
dation for which your house should 
be paid, just as surely as your bank 
will be paid for loaning you the cap 
ital of its depositors. The credit 
department that allows itself to be 
influenced by a mad scramble for 
sales at any price is aiding and 
abetting one of the factors respon- 
sible for business depressions. If a 
sales department neglects to act upon 
the advice of their credit man, it is 
just as bad as the purchasing de- 
partment that ignores the engineer’s 
specifications. Something is going 
to break in either case.” 

a a. 


Germantown Brings Out New 
Catalog 
The Germantown Electric Suppl) 


Co., Philadelphia, has  recentl: 
brought out a large leather covere 
catalog which is complete in ever 
respect. 
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COMMERCIAL LIGHTING 


- 


A complete new Inland plan to sell commercial lighting is 
ready. Distributors who tie in with this new program will enjoy 
a new prosperity this fall. All that distributors are required to do 
is:-— 

Make arrangements with central stations or large contractors 
to put on a sales and advertising drive among stores, restaurants, 
shops, etc. to modernize their lighting equipment. All of the ad- 
vertising material for such a drive is made available by Inland. 
There is a series of three broadsides and a group of newspaper 
mats, all of which are well designed and of proven ability to pro- 
duce results. 


The entire plan for the large contractor and the central sta- 
tion is represented in a booklet entitled "Inland Presents’, while 
the easy method for distributors to tie in is described in a four 
page folder sent to distributors. 


Write for details. Be one of the first to specialize on commer- 
cial lighting this fall. 


Inland Glass Works, Inc. 


CHICAGO 
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QOutck 
Profits 


with the 


New 
COLDRINK COOLER 


JOBBERS 
cash in Now! 


Write today for a free 
booklet or for informa- 
tion regarding prices, lib- 
eral discounts and a 


proposition for your mar- 
ket. 


for domestic refrigeration 


You can sell the new Coldrink Cooler profitably 
because it is new, novel and one of the most 
useful of modern household conveniences. 
Anyone who has ever fumbled in a refrigerator 
for a bottle or pitcher of ice water will be in- 
terested. 


It is easy to use .. . just fill with water and 
place on a refrigerator shelf with the faucet 
to the front. When you want a drink simply 
turn down the faucet and you have cool, fresh 
running water. 


Coldrink is simple in design, made of sheet 
steel heavily coated with vitreous enamel, has a 
chromium finish faucet and holds more than a 
gallon. Nothing to attach to the refrigerator, 
no mechanical parts to go wrong, no dealer serv- 
ice required. 


Here is a specialty which produces attractive 
profits without a large investment, requires no 
additional salesmen, and can be sold profitably 
throughout the year. 


HAMBURG BROS. 


963 Liberty Ave. 
PITTSBURGH, PENNA. 





F. B. Uhrig New Officer of 


Frederick B. Uhrig has been ap- 
pointed secretary-treasurer of the 
Central Division Electrical Credit 


F. B. Uhrig 


Association, effective July 15, 1931. 
Mr. Uhrig is well known to electri- 
cal manufacturers and wholesalers 
throughout the entire country and is 
especially fitted to handle this new 
position. 
: 2 
N.E.L.A. Adopts Merchan- 
dising Policy 

The Public Policy Committee of 
the N.E.L.A. has unanimously ap- 
proved the statement of “Merchan- 
dising Procedure’ recommended by 
the Joint Merchandising Committee 
of the National Retail Dry Goods 
Association and the National Electric 
Light Association. Copies of the fol- 
lowing statement have been sent to 
executives and commercial managers 
of all utilities which are members of 
the N.E.L.A. 

“It is recommended that electric 
utility companies take the initiative in 
bringing about conferences with deal- 
ers in their localities to the end 
that the following or other mutually 
acceptable procedure be recognized, 
adopted and put into use for the pur- 
pose of stimulating the sale of suit- 
able electric appliances and promoting 
the use of electric service in a way 
that will be mutually advantageous 
to all. 

1. The distribution of electric ap- 
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he Wiremold Highway 
to your big potential 
‘ market - 


The ever-changing lighting 
requirements of stores of 
every description opens up a 
vast market for the sale of Wire- 
mold. 


Over 30,000 of your best contractor-cus- 
tomers have been supplied, through the 
Wiremold Business Builder, with selling ammu- 
nition for use in the Wiremold ''Light by the 
Storeful'’ campaign. 


It will pay you to write to Wiremold headquarters 
for details of this nation-wide selling effort and tie in 
with it personally and individually to the limit of your 
ability. 
Remember this:—Every sale of Wiremold leads to many sales 
of other equipment—for your customer and for you! 


Schools, Factories and Homes, too! 
are wide-open markets for the sale of Wiremold. Get the Wiremold 
story fixed in your minds and be prepared to tell it to all your cus- 
tomers and prospects. 


THE WIREMOLD COMPANY, Hartford, Conn. 


The products of this company arc entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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PUSH 


WHAT’S §$ 


ELLING 


and tell your dealers to do the same 


TOASTMASTER 
& 
WAFFLEMASTER 


have known no depression 


Ab increase your electric appliance sales ana- 
lyze the appliance market. Determine which 
appliances are most popular, which are selling 
in greatest volume. Once you have deter- 
mined this, push those that are selling, those 
that are easiest to sell—and tell your dealers 
to push them. 

Here are the facts to guide your choice. 
Toastmaster and Wafflemaster have known 
no depression. Both are selling in volume 
now. In many leading retail stores, Toastmaster 
is the fastest selling of all electrical appliances. 
Ever since it was first put on the market, Toast- 
master has maintained a steady and increas- 
ing sales volume. Wafflemaster is rapidly 
becoming just as popular. 

The popularity of Toastmaster and Waffle- 
master is based on merit. Both have exclusive 
features not to be found in other products, 
features that make them easier to sell, more 


satisfactory to use. 


4-COLOR ADVERTISING IN THE 
SATURDAY EVENING POST...AN 
IMPORTANT LIST OF MONTHLY 
PUBLICATIONS # # # @ 


Toastmaster has always been the most aggres- 
sive advertiser in the table appliance field. The 
campaign for this season is greater than ever. 
It includes six 4-color pages in the Saturday 
Evening Post, one every three weeks from now 
until Christmas, and an important list of monthly 
publications. This spectacular advertising cam- 
paign will reach practically every worth-while 
family in the country. 

Take advantage of Toastmaster advertising 
and Toastmaster SALES to make yourself a 
profit. Talk, know, and sell both Toastmaster 
and Wafflemaster. Get your dealers to do 
the same. If you do they will yield you as 
handsome returns as any product you carry. 
Keep your stocks up. 


The products of this company ‘are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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PERFECT TOAST + PERFECT WAFFLES 


that almost make themselves 








With Toastmaster, toast practically TANT TF we With Wafflemaster, waffles, too, almost 
makes itself. Put in the bread, press ||Mo | “|| make themselves. You never have to guess 
one lever. When the toast is done, ||: whether it is ready. A tiny light tells you 
up it pops and off goes the current. | fi aT when to pour in the batter. And you 
Toastmaster Toast is better toast. | -aNI (am Ls || never have to look to see whether the 
1-slice Toastmaster—faster than most HTH Pe waffle is done. The light tells you when 
other 2-slice toasters —makes more ms |S to take the waffle out. Wafflemaster is al- 
than enough toast for the average ways at the right temperature for the next 
family — $12.50. For greater capac- waffle. It never cools off or overheats. 
ity——Q-slice Toastmaster — $17.50. A useful daily convenience — $14.50. 


TOASTMASTER WAFFLEMASTER 


AUTOMATIC ELECTRIC TOASTER MAKES WAFFLES AUTOMATICALLY 


(MADE UNDER STRITE PATENTS) (A TOASTMASTER PRODUCT) 





























WATERS-GENTER COMPANY ~- Dept. L8, 219 North Second Street, Minneapolis 
A Division of McGraw Electric Company 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 





48 


THE JoBBER’SI)SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY 


FORTY TWO YEARS! 


AN ENDOWMENT 


of gradually expanding manufacturing 
skill and experience that means for you 
and your customers FIRST QUALITY 
WIRE AND CABLE ... A tradition 
of service and reliability that insures the 
most careful attention to every order, 


large or small . . . a vital interest in the 
problems of its jobbers’ salesmen every- 


where .... 





CRESCENT PRODUCTS 

“Crescent” National 
Electric Code Rub- 
ber Covered Wire 
and Cable. 

Intermediate Grade 
Rubber Covered 
Wire and Cable. 

“Imperial” 30% Rub- 
ber Covered Wire 
and Cable. 

“Crescent’’ Lead En- 
cased Wire and 
Cable. 

“Crescent” A. B. C. 
Armored Bushed 
Cable. 

“Crescent”? Lead Cov- 
ered Armored Cable. 

“Crescent” Flexible 
Metallic Conduit. 

“Cresflex’”’ Non Me- 
tallie Sheathed 
Cable. 

“Crescent” Varnished 
Cambric Cable, 
Lead Encased _ or 
Braided. 

All kinds of special 
wires and cables. 











FORTY TWO YEARS OF KNOWING HOW 





goes to the Salesman 
who leads the field in 
selling Crescent Wire 
Products during the 
month of August. 











these are some of the reasons why 
you should turn to Crescent for 
your wire and cable requirements. 


Complete stocks at the factory, 
and in most principal cities. 


(RESCENT 


nsulated Wire and lable (a. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.J. 











The products of this company are entered in the prize contest for this month. 


prize will be awarded the salesman selling the greatest quantity during the month. 








IN EVERY CRESCENT PRODUCT | 


pliances must be on the basis of fair 
and open competition in the interest 
of the consuming public, the utility, 
the appliance manufacturer and all 
merchandising outlets. 

2. All electric appliances offered 
for sale by cooperating agencies 
should be standard appliances. 

3. No appliance or merchandise 
not directly related to the use of elec- 
ricity should be sold by electric util- 
ities. 

4. In all merchandising activities 
the retail price of all electric appli- 
ances that have received reasonable 
customer acceptance should be con- 
sistent with present-day merchandis- 
ing practices. 

5. There should be no premiums 
given nor trade-in allowances made 
in connection with the sale of any 
such appliance. 

6. The presenting to the public of 
those electric appliances not having 
received reasonable customers ac- 
ceptance should be considered as pro- 
motional activities and not as mer- 
chandising activities. 

7. Coordinated advertising of ap- 
proved appliances should be devel- 
oped by electric utility companies and 
local dealers, and the electric com- 
pany should give all reasonable as- 
sistance to the dealer in advertising, 


| displays, and sales assistance. 


8. The deferred payment feature 
of merchandising activities should be 


| on an economically sound basis. 


9. There should be a segregation 
of the accounting of the merchandis- 


| ing departments of Power Companies 
| from their public utility functions 
_and all items of expense incurred in 
_the merchandising of 


appliances 
should be charged to the merchandis- 


| ing activities. 


* * * 


Jobber Executive Inherits 
Fortune 
Martin Fenneberg, secretary of the 
Westinghouse Electric Supply Co., 
Milwaukee, Wis., together with his 


| wife and children, has inherited a 


fortune in excess of $100,000. The 
bequests were made by his wife’s 
father, the late William W. Weitling. 
x * x 
State Electric Adds 


Improvement 
The State Electric Supply Co., 


| Oakland, Calif., has a new winding 


form for coiling aerial wire which is 
said to speed up production. 
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Nothing—because the switch is a COLT- NOARK QUADBREAK 


which can be connected either top or bottom as the fuses are discon- 
nected at both ends. 


And this is only one of the outstanding features of this remarkable 
new switch. 











How often have you had a feeder coming 
to the bottom of a switch and wished that 
you could go right through without loop- 


4 


ing your wires to the top of the switch? : Cut mf 
_ mm mom 








There is no such problem with Quadbreak. in : ona 
Fully described in catalog ““F’. May we g Ae 
send you a copy? 


























ELECTRICAL DIVISION 
Established 1836 3 Electrical Division 1886 


HARTFORD, CONN., U. S. A. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
M-8-31 


(Ss COLT’S PATENT FIRE ARMS MEFG. Co. (Cur) 





The products of this company are entered in the prize contest for this month. A $25 





prize will be awarded the salesman selling the greatest quantity during the month. 
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Qpue FINA. 


The key to intensive sell- 
ing on Eveready Flash- 
lights and Batteries is to 
comb your territory for 
every possible and logical re- 
tail outlet for such commodi- 
ties. Jobbers' salesmen 
should not overlook a single 
outlet in their territories. Fer- 
ret them all out. They repre- 
sent real volume at a 
substantial profit. 


* Eveready Flashlight No. 2671 
—"The searchlight of flash- 
lights in pocket-size." Fin- 

ished in red, blue, 


or black. 


@ Eveready Flashlight No. 2697 
—This is a wonder in the 
woods! Made especially for 
camping and made so well 
that it's the only Official Boy 

Scout Flashlight. Khaki- 


colored case. 





Eveready Pen-Light—The size 
and shape of a fountain pen. 
Slips in the vest pocket or la- 
Pen-Light dies’ hand bag, and so is 
always available for 
instant use. 


a Eveready Flashlight No. 2604 
—One of the best little light- 
makers you've ever seen. 

Finished in black. A 


great seller. 


LON Ae) 7 NGPA: 1: 


The products of this company are entered in the prize contest for this month. A $25 








prize will be awarded the salesman selling the greatest quantity durina the month. 
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ACATION DRIVE 


f Fy 


with a prize in it 





for you! 


National advertising is telling the Eveready 
Flashlight need to the vacationist. It is selling 
him on the necessity for a reliable Eveready 
Light. 
Your dealers have been furnished with seasonable, at- 
tractive window and merchandise displays. 


You in turn were given in July and will be given again: 


in August, an opportunity to "cash-in" on this campaign. 
We are in THE JOBBER'S SALESMAN'S Summer Sales 
Contest. And that means you have a great oppor- 
tunity to win a prize on the one commodity most in 
demand during the month of August— 
an Eveready Flashlight. 


NATIONAL CARBON CO., Inc., General Offices: New York, N.Y. 


Branches: Chicago Kansas City New York San Francisco 


Unit of Union Carbide UCC and Carbon Corporation 


The New Eveready 
Wallite 


A handsome, pull-chain _ light. 
Ideal for boats, cottages, tents, 
and outbuildings as well as around 
the house. Bright enough to 
read by! No wires. No fuses. 
No attachments. Powered by 
two Eveready Flashlight Batteries 
that last for months and months. 
Hang it on a nail, or screw it 
into position. Richly finished in 
ivory and nickel, or black and 
nickel. Only $1.75, complete 
with batteries and lamp. 











The New Eveready 
Electric Candle 


Automatic switch. Pick it up and 
it lights; set it down and it goes 
out. A permanent light may also 
be secured. Thousands are being 
used in dining-rooms, bedrooms 
and on telephone-stands. Satiny, 
silverlike finish. A wonderful light 
for a summer cottage. Only 
$1.75 complete with 
batteries. 








The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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Radio Wholesalers Association, Inc. 


Robert Himmel, 
Chicago 


Louis Buehn, Pres. 
Philadelphia 


James Aitken, Vice-Pres. 


Toledo Cleveland 


David Goldman, Vice-Pres. 


New York 


Howard Shartle, Sec. 


Treas. 


RADIO 
WA/HOLESALERS 
ASSOCIATION 


Harry Alter 
Chairman of Board 
Chicago 


David Trilling, Vice-Pres. 


H. G. Erstrom 
Executive Vice-Pres. 


Fred Wiebe, Vice-Pres. 
St. Louis 


“H. E. Richardson, Vice-Pres, 
Chicago 


Philadelphia 


Chicago 


A. A. Schneiderhahn, Vice-Pres. 


Des Moines 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 
of Directors of the Radio Wholesalers Association on June 5, 1929. 


Factory Leadership and 
Trade Cooperation 
By J. M. BLacKMAN 
Chairman, RWA Tube Committee 


OR about two years the Na- 
| eer Federation of Radio 

Associations and the Radio 
Wholesalers’ Association, through 
the latter’s Tube Committee, of 
which the writer is Chairman, have 
persistently and, we hope, consist- 
ently, set forth the importance of 
the general adoption by leading radio 
set manufacturers of a policy of 
equipping, advertising and _ selling 
their radio sets only “complete with 
tubes.” The trend has been steadily 
in favor of the adoption of that pol- 
icy. Now the majority of the leading 
radio set manufacturers are equip- 
ping either their entire line of re- 
ceivers or at least their so-called 
midget models of new current design 
“complete with tubes.” 

In adopting this policy, manufac- 
turers have in many cases frankly 
said that they have done so realizing 
that it is a sound policy, but if not 
generally followed and adhered to 
by their leading competitors they 
would not be able to continue it. It 
therefore becomes the responsibility 
of the radio distributor and dealer to 
co-operate with those set manufac- 
turers who are exercising their lead- 
ership if we are not to revert to the 
practice from which we have suffered 
for some time, namely, that of adver- 
tising radio sets at a price “less 
tubes,” which makes the tube equip- 
ment a ruthless competitive problem. 

The automobile industry at the 
present time is a typical example of 
the wisdom of equipping an automo- 


bile as completely as possible, having 
in mind the importance of every part 
functioning in harmony with the 
others. Consequently, automobiles 
are now universally sold “fully 
equipped.” The automobile dealer 
used to have a difficulty comparable 
with that of the radio dealer, for 
automobiles used to be sold without 
the many accessories such as wind- 
shield, tops, bumpers, etc., and these 
became a medium of fierce and ruth- 
less compeittion in the sale of the 
same automobiles, among various 
dealers. Likewise, as in the case of 
radio tubes, price competition re- 
sulted in equipment which defeated 
the object of the manufacturer in 
having his automobile operate satis- 
factorily when the extra equipment 
was of poor quality and workman- 
ship. The competition and resulting 
price cutting in connection with the 
sale of automobile tires has been a 
bone of contention among dealers for 
many years. List prices have been 
revised upward and downward. The 
trade, with few exceptions, have not 
regarded the tire replacement busi- 
ness as one promising any profit for 
the ordinary dealers, but at least the 
dealer was assured a proportionate 
profit on that part of the list price 
which has been represented in the 
tire equipment in connection with the 
initial purchase. No one has expected 
price adjustments or rebates on ini- 
tial tire equipment when list prices of 
tires were changed. It is generally 
understood that contracts are made 
for large quantities of tires for initial 
equipment by automobile manufac- 
turers and that these prices have little 
or no bearing upon what would be 


paid for the same tires in smaller 
quantities and in connection with a 
replacement sale. The automobile 
trade, however, would have had the 
same trouble that has been experi- 
enced by the radio trade had auto- 
mobiles been quoted at a price “less 
tires,” even though one were obliged 
to purchase the car complete with 
tires. 

List prices have practically disap- 
peared on radio tubes as far as their 
bearing any important relation to the 
price at which tubes are bought at 
retail. To price radio sets both “less 
tubes” and “with tubes” immediately 
advertises the retail list price charged 
for the tubes furnished with the 
radio set. An immediate sales resis- 
tance results through comparison of 
the cost of the same equipment at 
cut prices. This applies in connection 
with the sale of radio sets to dealers 
and by dealers to the retail buyers. 


N the other hand, if radio sets 

are priced only “complete with 
tubes,’ no one but the radio set 
manufacturer knows what portion of 
the complete price, including the 
tubes, is represented in the tube 
equipment. I believe one of the 
greatest temptations to advertise 
radio sets at a price “less tubes” lies 
in the fact that the list prices of tubes 
have been ridiculously high and the 
discounts likewise. For example, a 
midget radio might be advertised to 
sell for $49.50 less tubes and the 
advertisement also set forth that the 
radio could be purchased only com- 
plete with matched tubes for $69.50. 
Such advertising, I believe, should 
be regarded as willful deception and 
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SELL MORE TUBES 


toMORE CUSTOMERS 


with this 
improved 


TEST 





Records Prove it often 
DOUBLES and TRIPLES 
Tube Sales; Brings New 
Customers into your store; 
Creates Live Prospects for 
Radio Sets as well as 
Tubes; Establishes your 
Store as the Local Radio 
Headguarters. 


ARCTUR 


“The TUBE with the LIFELIKE Tone” 7s 


CLIP and MAIL this COUPON NOW! 








The Arcturus Test Board, made by a leading electrical instrument manufacturer, was 

selected by our engineers after careful comparison of many test boards on the market. 

Specially designed, this Test Board gives the most complete and accurate indication of 
the efficiency of all popular tubes. 


AST month, in the pages of this 
magazine, we made an unusual 
offer. We announced an up-to-date 
Test Board for radio tubes, and out- 
lined a new plan that made it easy 
for any dealer to own one of these 
proved business builders. 

Hundreds of progressive radio deal- 
ers took advantage of this plan. Many 
have had an opportunity to check the 
value of the Test Board, and the sim- 
plified sales plan we furnish with it. 
They report remarkable results. 

They have learned that a list of old 
customers can be turned into a gold 
mine of new tube profits. They have 
secured dozens of new customers at 
small expense and turned many of these 
into radio set buyers. They have 
established their stores as the radio 
center of their community—the place 
to get expert radio service at no 
extra cost. 


Get This Test Board Now 


Testing equipment such as this is 
often sold at $150.00 to $200.00 or 
more. Yet Arcturus now helps any 
progressive radio dealer get a Test 
Board, and many Arcturus jobbers 
have a plan enabling dealers to earn 
one by tube purchases. 

Naturally, we can furnish these Test 
Boards to a limited number of dealers 
only. If you want one, ACT TODAY. 
Tear out this coupon now, and 
send it to us with your business 4 
letterhead. It will bring you r 
all the facts about the , s 
most profitable selling "4 > a 
help you have ever + «e 


Ce 
had in your store. 


Arcturus Radio oe 
Tube Co. ¢ e 
Newark,N,J, ¥ 6 < “ 
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Miss A. B. Hurley is president of the 
Associated Electrical Women. This 
New York organization is composed of 
key women in the electrical industry, 
such as secretaries in jobbing houses, 
buyers of electrical goods in depart- 
ment stores, and so forth. Meetings are 
held at the Breslin Hotel on the third 
of each month and at each meeting 
some authority speaks on an interest- 
ing phase of the business. An extensive 
program is scheduled, both educational 
and social and applications for mem- 
bership from women are invited. 





should not be encouraged by the 
trade, for with discounts at retail 
averaging the equivalent of 40 to 
50%, the retail purchaser does not 
expect to be charged $20 for the tube 
equipment. And with trade discounts 
on tubes running upward to 70%, 
the dealer reflecting the objection of 
his retail purchaser, cannot see the 
justice in being obliged to purchase 
the tube equipment at a list price of 
$20 less the radio set discount, which 
would be probably 40%, or 40 and 
5%, because the complete set at 
$69.50 would carry with it the dis- 
count on the set. 

One of the objections to the adop- 
tion of the policy of selling radio 
sets only “complete with tubes” has 
been the thought that with every 
change in the list price of tubes there 
would have to be a corresponding 
adjustment in the price “complete 
with tubes.” But this theory has been 
exploded recently in the case of those 
manufacturers who reflected in their 
price “complete with tubes” the low 
prices at which they purchased the 
tubes for initial equipment and who 
did not invite trouble with a change 
of tube prices by advertising a price 
“less tubes.” But an immediate and 
justified reaction was experienced by 


those manufacturers who advertised 
their radio sets at a price both with 
and without tubes. The retail buyer 
having been advised of a list price 
reduction expected it in connection 
with the purchase of a radio set 
advertised at a price “less tubes” and 
likewise the dealer and the distribu- 
tor. But this did not occur where 
the “less tube” price advertising had 
not been indulged in. 


E XCEPT possibly once or twice a 
year in connection with the in- 
troduction of new models there 
should not be any need of reducing 
the price of a radio set priced only 
“complete with tubes” simply because 
tube prices have been lowered. I be- 
lieve the trade can and will co-operate 
with better success if list prices of 
tubes are not sc inflated that the dis- 
counts at which distributors and 
dealers can purchase tubes will be 
much greater than those prevailing 
on radio sets. Of course, a greater 
portion of the sale of tubes will be 
direct to the radio set manufacturer 
with the general adoption of the pol- 
icy of the price -“complete with 
tubes.” 

The responsibility will and should 
rest then upon the shoulders of the 
radio and the tube manufacturers. 
The former should not spoil the 
quality and performance of the set 
through accepting a cheap quality 
tube. The tube manufacturer should 
refrain from encouraging the equip- 
ment of radio sets with tubes which 
are so shoddy that performance will 
bring discredit upon the trade in gen- 
eral. It may be necessary to quote 
attractive net prices to radio manu- 
facturers on tubes for equipment 
with their radio sets to be sold only 
“complete with tubes.” This induce- 
ment should, however, carry with it 
the privilege to check up on the sales 
of that manufacturer. In other 
words, that manufacturer’s supply at 
these special prices for a_ specific 
purpose should be limited im resale by 
him to equipment with his radio sets. 
There has been too much indiscrimi- 
nate offering of extremely low prices 
on radio tubes to radio manufactur- 
ers in the “so-called” class. With- 
out adequate check up as to the resale 
of those tubes, radio manufacturers, 
some “real” and others “so-called,” 
have been dumping these same tubes 
in the replacement market at prices 
little above or at their cost, thus 
contributing to and making even 


worse the ruinous price competition 
on tubes. The replacement business 
on tubes should be confined, I be- 
lieve, to the radio wholesaler and 
dealer. 


HE soundness of the policy of 
equipping, pricing and advertis- 
ing radio sets only “complete with 
tubes” seems to be quite generally 
admitted. This being the case, there 
remains then only the general adop- 
tion and maintenance of that policy. 
This calls for co-operation by the 
trade in general and an avoidance of 
the popular pastime of attempting to 
“pass the buck.” At the June Radio 
Trade Show in Chicago the manu- 
facturers of both tubes and radio sets 
will have the opportunity to make 
the “complete with tubes” practice 
general. They should also, I believe, 
pledge themselves to that policy. It 
is a policy of co-operation which is 
legal because it will have no relation- 
ship to the maintenance of prices. 
Each manufacturer will set the price 
of his individual radio set and I be- 
lieve counsel will advise that the 
Radio Manufacturers’ Association, 
among its members or the manufac- 
turers among themselves without re- 
gard to affiliation, can agree to adopt 
the policy of equipping their radio 
sets complete with tubes and to ad- 
vertise and sell them only that way. 
While such agreement should not be 
obligatory or carry with it any pen- 
alty in the event of failure to do so, 
still the moral influence of the ap- 
proval of such a policy should make 
its adoption and maintenance general. 
The failure or success of this pol- 
icy will rest largely upon the manu- 
facturers of radio sets and tubes, but 
it cannot be successful without the 
encouragement and support of the 
radio wholesaler and retailer. So I 
say in conclusion, let us all show the 
courage of our individual co-opera- 
tion. If the manufacturers of tubes 
will demonstate to distributors and 
dealers their sincere intention to en- 
courage the adoption of and insure 
permanent success of the radio set 
“complete with tubes” policy, I be- 
lieve that through our associations 
we can then successfully approach 
and help the tube manufacturer solve 
another one of his greatest existing 
evils, namely, the abuse of the so- 
called 100% replacement policy in 
connection with radio tubes. Similar 
cooperation by the industry should 
also solve this problem. 
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Radio Trade Show at 
Cincinnati 

The Cincinnati Radio Wholesalers’ 
Association and the Cincinnati Elec- 
tric Club held their first annual 
Radio Trade Show at the Nether- 
land-Plaza Hotel from July 13 to 
15. The show was restricted to 
dealers and sixteen manufacturers 
were represented by exhibits. 


3 8 


John E. Sweeney 
(Continued from page 16) 


nitv’s frame. Feeling that the 
chances for a wholesale electrical 
business were exceptionally good in 
Iowa, he organized, in 1914, the 
Waterloo Electric Supply Co., do- 
ing electrical contracting and at the 
same time developing the wholesale 
end which was his goal. 

This venture of Mr. Sweeney’s 
deserves more than passing mention. 
He was not content to be just an- 
other wholesaler, but soon won the 
respect and attention of customers, 
competitors and manufacturers. So 
fine were the displays and the store 
arrangement that they were featured 
in illustrated articles in leading elec- 
trical papers, and the place was pro- 
nounced the finest electrical store 
west of Chicago in 1918. 

The business grew and prospered 
to a point where, in 1927, it was 
purchased by Julius Andrae and 
Sons Co., Milwaukee, Mr. Sweeney 
continuing to direct its affairs. Then, 
in 1928, he went to Des Moines and 
took over the Downing Electric Co. 
for Andrae. After making his head- 
quarters in Des Moines for one 
year, his next move was to take 
charge of the McGraw Co., Omaha, 
also bought by the Milwaukee firm. 

Eventually the main house and all 
these Andrae additions became units 
in the Westinghouse Electric Supply 
Co. organization. Mr. Sweeney 
stayed at Omaha about six months, 
then was transferred to Chicago as 
division manager. Thus, after a 
wide circle, he was home again in 
the Westinghouse family. 

In his work for the industry, Mr 
Sweeney has followed organization 
lines and can be found at any big 
meeting or convention taking notes 
on constructive plans and preparing 
to do his bit. In addition, he has 
made numerous talks. and has writ- 
ten many fine articles for trade mag- 
azines on vital subjects. 











A *320,000,000 
MARKET— 


For Radios and 
Electrical Appliances 


This tremendous market consists of the fifty mile trading areas 
of New York City and Chicago. Of this vast sum, $178,000,- 
000 a year are spent for household electrical appliances. 


Since jobbers and dealers are selling both radio and home 
electrical apparatus, electrical appliance manufacturers are af- 
forded a direct contact with the trade and public of the coun- 
try’s richest and most important distributing centers, by dis- 
playing and demonstrating their products in these 


TWO NATIONAL 


RADIO-ELECTRICAL 


EXPOSITIONS 
In New York and Chicago 








8th ANNUAL ; 9th ANNUAL 
RADIO- CHICAGO 
ELECTRICAL RADIO-ELECTRICAL 
WORLD’S FAIR SHOW 


MADISON SQUARE GARDEN 
NEW YORK, SEPT. 21 TO 2% 7 


COLISEUM, CHICAGO 
OCT. 19 TO 25 


Over 500,000 people will attend these two shows that have been consistently 
successful since 1922. They give electrical appliance manufacturers direct en- 
trance to 


A 3,000,000 METER MARKET—DIG INTO IT 


Of the 21,000,000 electric meters in the United States, 3,000,000 are in New 
York and Chicago, one-seventh of the country’s total. What a market for 
electrical appliances! 


NEW DEALERS—NEW BUSINESS—MORE SALES 


All live electric jobbers and dealers will attend these shows. So will thousands 
of progressive radio jobbers and dealers looking for electrical appliances to sell. 
You can open up new accounts. 


DEMONSTRATE! DEMONSTRATION SELLS APPLIANCES 


These shows are vast market places in which you can demonstrate your products 
to both the trade and public of the country’s two largest and most influential 
distributing centers for as New York and Chicago buys, so buys the nation. 


Exhibition space rates are reasonable. Write or 
wire today for floor plans and full particulars. 


Radio-Electrical World’s Fair 


1904 Times Building, New York City 


Chicago Radio-Electrical Show 


127 N. Dearborn Street, Chicago, Illinois 
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MURRAY 


mare T ¥ Bovine CHES 


SKY HIGH QUALITY 























500 FIFTH AVE., NEW YORK CITY 


Shreve Lamb & Harmon Clark MecMullin & Reilly Watson Flagg Engineer- 
Architects Engineers ing Co. Contractors 


Tenants Service Co. Meter Installation 
A Murray Metering Equipment Installation 


METROPOLITAN 
DEVICE CORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN ~: NEW YORK 





He was especially active in the 
National Association of Contractors 
and Dealers, now the A. E. I., being 


_ active in furthering the Goodwin 


Plan. He was chairman of its 
Credit and Accounting Committee 


| and was instrumental in putting over 


the standard cost accounting system, 
which was copyrighted by the asso- 


| ciation. He always stressed the im- 


portance of the financial end and the 
necessity for knowing the cost of 


| doing business. 


Mr. Sweeney’s interest in civic 
affairs is evidenced by the fact that 


| he was president of the Waterloo 


Chamber of Commerce, getting good 
results because he stuck to the policy 
of action instead of words. He is 
also a Rotarian. 

In 1918 Mr. Sweeney married 
Miss Hannah Stark of Waterloo. 
They reside in Evanston, IIl., and 
belong to the Park Ridge Country 
Club, as well as the Midland Club. 
Golf is one of their main recreations 
and the head of the house says Mrs. 
Sweeney is a better golfer than he is, 
which means she is well above the 
average woman golfer. 

Mr. Sweeney is a serious reader 
with a decided preference for eco- 
nomic subjects. He keeps abreast 
of world changes and situations in 
general as well as electrical affairs. 


i ee ee 


We Study the Individual 
Contractor 
(Continued from page 8) 
to accept the situation with no hard 
feelings. There is, however, a dan- 
ger of extending them credit again 
too soon, which only does harm. 
A $50 cash order is more profitable 


| than a charge transaction which 
| means a six months argument. 


An important factor in selling con- 
tractors is the manner of covering 
the territory. We have George Feld- 
kamp as a specialty man who con- 
centrates on radio, refrigeration, ap- 
pliances, etc., and who operates in 
the outlying towns, except when it is 
necessary to go into the domain of 
our regular man, Ray Tencher, on 
leads. This works out very well 
because it gives us much closer con- 
tact with a large number of cus- 


tomers. For instance, Ray runs into 


something which he can handle but 
which probably is not ready for a 
purchase. Even if it is “ripe” it 
will take a lot of his time to stop and 
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NEW STYLE CONVENIENCE OUTLETS 


P&S 


ALL BAKELITE 











4 TERMINAL SCREWS 


POSITIVE FINDING RIDGE 


10 Amps.—250 Volts 
15 Amps.—125 Volts 























No. 1529 No. 1530 


USE THESE AS LEADERS IN THE AUGUST CONTEST 


FEATURES 
. So designed that they harmonize with any Bakelite or Brass plate. 


~~ —_— 


. Devices with plaster ears priced the same as those with plain ears. 


w 


. One-piece phosphor bronze contacts designed to eliminate loss of temper in the bronze due to heat 
of arc when plug cap is removed. This insures having permanent spring tension. 


> 


. Extreme ease of wiring—even with No. 10 wire. 


5. The faces, with the positive finding ridge, make the plug cap enter the slots with little or no effort. 





THESE TWO DEVICES ARE UNSURPASSED BOTH FOR 
VALUE AND APPEARANCE 


PASS & SEYMOUR, INC. 
Division J 


| SOLVAY STATION SYRACUSE, N. Y. 














The products of this company are entered in the prize contest for this month. A $25 





prize will be awarded the salesman selling the greatest quantity during the month. 
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promote it. So he passes it on to 
George instead and then goes on his 
way seeing more contractors. This 


system results in our getting many 
orders which otherwise would have 
to be handled hurriedly. 


Our system, fitted to a region 
where there are many contractors 


. 
A & Cc e S S ] bl e in every direction, is really a sim- 


ple one. First, we locate the cus- 


tomer, then we find out all about 
he USE him and his set-up. Next, we sell 
him the material and specialties best 


suited to his trade. Then we get 
1 0 0 OH the goods to him on time and in good 
condition. And finally we constantly 


strive to never make a promise that 


| fi. =a SAFET Y we can’t live up to. 
y * * * 

y This Wholesaler Sells to 
Catalog No. 1843 S W | T . re E ~ Central Stations 


A ible F 
“ prc Size (Continued from page 15) 
Clerical costs have been reduced 
by the use of modern office equip- 
ment including a complete bookkeep- 
Thor oughness of plan and CcCon- ing machine. It was recently desired 


' : to simplify the methods of handling 
struction and the careful attention ee ee 


to details assure your contractors “The Routine of Handling Orders” 


in the April issue of THE JoBBEr’s 


switches that will give entire satis- SALESMAN (page 17), it was decided 


° . to purchase a counter register and 
faction and meet the continuous for 4 a to write up all orders, except 
those sent in by the salesmen. The 

war d movement for same printed form, however, is used 
for the salesmen’s order books. This 
“Safe” method has reduced expense and is 

proving entirely satisfactory. 
This wholesaler does not operate 


a dequate Wiring” his own delivery truck. He _ has 


found it more desirable to make 


AOTIO!9 =" 
fororiers: 
Aiea) (© (2) @ ©) oles 
K 
into) ~ 
oo ‘] i 
feeediKo) (0) @ (0) Xo) ee 
G 
E Ko) @ (2) [o) at 





: : : a contract with a local trucking com- 
Meter Service Switch Installation cue Salas 2 ees 1 
the warehouse at a flat rate per 1,000 
pounds. On this basis the cost is 


This combined with the dependable Cede al aacmadee Be. 
service we render will gain for you liveries within the city limits are on 


a zoning basis and beyond the city 


new customers and retain the busi- limits at an hourly rate. Delivery 


costs last year were 0.7% of sales 
ness of old ones. which is in line with other houses 
we have studied who maintained 
their own delivery trucks. 


‘ silat titi To summarize, the outstanding 
he WADSWORT TRICMEGE INC features of this house are: the devel- 

. opment of a large appliance business 
ntucky. with central stations, localization of 
sales activities, definite routing of 
salesmen, contact with all desirable 
‘ . " accounts, use of modern office equip- 
New Catalog Ready for Distribution ment and handling of cattage and 
deliveries by an outside trucking 
concern. 
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One Man in Forty— 


and YOU are the Man 


ID you ever stop to think that you are one of the comparatively 
small percentage of men whose “yes” or “no” really matters 
to American business? 


L bales 


oy ee or 


Every morning 40,000,000 men start to work—in factories and 
mines, banks, railways, stores and other centers of industry or trade. 
Forty million men turn the wheels that keep America clothed, shel- 


tered and fed. 


But only one million of them make business decisions. Only one 
man in forty has the ability, the responsibility or the authority to 
say yes or no in business matters. Hence the real managing power 
of the country lies in the hands of these million men—less than one 
j per cent of its total population. 


As a member of this group—this controlling minority—you share 
an important responsibility—the triple responsibility of wisely liberal 
purchasing, of generous employment and of sane management to 
hasten the return of general prosperity. 





How, you ask, do we know that you are one of the million who 
make decisions for others to follow? Because men who read busi- 
ness papers are alert and eager for news of new plans, new methods, 
new equipment. That is why they are the men who control affairs. 


Nii ¥o- 


THIS SYMBOL identifies an ABP paper... It 
‘ stands for honest, known, paid circulation; 
straightforward business methods, and editorial 








Pe re Si 


standards that insure reader interest . . . These 
are the factors that make a valuable advertising 
medium, 


THE JOBBER’S SALESMAN 
IS A MEMBER OF 


| Tue AssoctaTep Business Papers, INc. 
TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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MANUFACTURERS’ 


Reflector & Illuminating in 
New Quarters 


On Saturday, June 27, the Re- 
flector & Illuminating Co. celebrated 
the formal opening of its new mod- 
ern home at 1431-1435 West Austin 
Ave., Chicago. Over 400 contrac- 
tors, wholesalers and dealers at- 
tended. As the various groups were 
formed a complete tour of inspection 
of the new premises was made, each 
department contributing its operation 
to a practical demonstration of the 
making of the company’s products. 

A buffet luncheon was served at 
noon and the guests continued to en- 
joy themselves by dancing and with 
the other forms of amusement pro- 
vided. The evening festivities were 
made a gala affair by the attendance 
of the ladies for whom special en- 
tertainment was furnished in the way 
of music, singing, refreshments, and 
dancing which lasted into the wee 
small hours, 

Complimentary remarks were 
heard on every side as to the at- 
tractiveness of the new home and the 
splendid facilities for manufacturing. 


National Products Opens 
Branch 


National Electric Products Corp., 
Pittsburgh, announces the opening 
of its own branch at 400 Potrero 
St., San Francisco, to handle the 
stock and active operations for the 
company on the Pacific Coast. The 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


branch succeeds Garnett Young and 
Co., who represented the National 
Electric Products Corp. for many 
years, but resigned, effective July 15. 
oe 
Erie Malleable Opens New 
Warehouse 
A. C. Hirschman, western district 
manager, Erie Malleable Iron Co., 
announces the removal of its Chicago 
district office from 911 Peoples Gas 
Bldg., to the company’s new ware- 
house at 9 So. Clinton St. 
* =m bah 


Tuttle Represents Stanley 

L. D. Tuttle, formerly sales rep- 
resentative of the Van Norman Ma- 
chine Tool Co., is now representing 
the Stanley Electric Tool Co., in the 
sale of electric tools to industrial, 
electric and automotive distributors. 

Associated with Mr. Tuttle in his 
Atlanta office, 59 Baker St., N. W., 
are E. G. Jones and E. A. Walker; 
in his Dallas office, 201 N. Akard 
St., Stafford Jones. 


Meyers to Represent 
Fretz-Moon 
E. F. Meyers has been appointed 
manufacturers’ agent for the Fretz- 
Moon Tube Co., Butler, Pa. Mr. 
Meyers is an old-timer in the conduit 
business, having functioned as a 
manufacturers’ agent on this com- 
modity in the Chicago area for the 
past 10 years. 
a 
Tompkins Represents Wads- 
worth 
G. R. Tompkins has been appointed 
to represent the Wadsworth Electric 
Mfg. Co., Covington, Ky., in Vir- 
ginia and the Carolinas. Mr. Tomp- 
kins has been connected with the 
electrical industry for many years and 
is very well known in the territory he 
is to cover. 
> * 
Square D Co. of Texas Opens 
New Factory 
The Square D Co. of Texas, a sub- 
sidiary of the Square D Co., Detroit, 





th a Th Te 
/ 


LP 


This is not one of the knights of the Round Table, but the Knight of the 


Golden Armor. 


This fellow was the mute courier of the new X-Ray “Golden 


Armored” reflectors introduced at the N.E.L.A. Convention by Curtis Lighting, 


Inc., Chicago. 
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recently opened its new factory at 
3111 Polk Ave., Houston, Texas, to 
service the Southwest’s electric equip- 
ment requirements. 

The Square D Co. of Texas, is the 
successor to the Diamond Electrical 
Mfg. Co. of Texas, which was or- 
ganized in 1928 to serve the south- 
west with special switchboards, light- 
ing and power panelboards, special 
motor control and standard Diamond 
E materials. | 

In May, 1930, the Diamond Elec- | 
trical Mfg. Co. Ltd., became affiliated 
with the Square D Co. In Novem- 
ber of that year the name of the 
Texas organization was changed to 
the Square D Co. of Texas and pro- 
visions were made to handle the sales 
of both Diamond E and Square D 
products in the southwest, including 
the states of Texas, Louisiana, Mis- 
sissippi, Arkansas, Oklahoma and 
part of Tennessee. 

L. W. Mercer is president and 
W. S. Worcester is secretary-treas- 
urer. E. S. Conrad, for ten years 
Square D Pacific Coast district sales | 
manager, is vice-president and gen- | 
eral manager of the Texas Co. W. F. | 
Wilson has charge of the production 
and engineering and F. Stark is fac- 
tory superintendent. | 

The Texas Co. operates branches | 
in Little Rock, Ark., Dallas, Tex., 
and Houston, Tex. | 

ok * * | 


L. Blanton with Randall Co. 


Lawrence Blanton, formerly with 
Westinghouse Electric Supply Co., 
Dallas, Tex., has been employed as | 
missionary man for Jack Randall & 
Co., of the same city. 
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The selling sen 
* of the yeare 


4 
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STAR-Rite 


MAGIC 
MAID 


MIXER — BEATER — 
JUICE EXTRACTOR 


$1922 


RETAIL 


$19.95 in Denver and West 
Coast. In Canada $22.50. 


Here’s an item you can make 
real money on...and the best way 
to make the most money is to carry 
it right along with you. The Magic 
Maid is well known to most dealers. 
It is heavily advertised to them, 
not only nationally, but in their 
trade papers. And many of them 
have heard how tremendously the 
Magie Maid is selling all over the 
country. Our records show that a 
dealer in Buffalo, N. Y. recently 
bought 20 and sold 18 . . . in 
Paterson, N. J. bought 22 and sold 
22...in Reading, Pa. bought 10 
and sold 10 . in Macon, Ga. 
bought 10 and sold 9. 

Walk right in on them with the 
Magic Maid itself. Let them see 
it and get a first-hand feeling for 
it. Then tell them the really big 
story of the Magic Maid’s record - 
breaking sales. Write to us today 
for full story with all merchandis- 
ing particulars, including list of 
spectacular store sales records. 


The Fitzgerald Mfg. Company 


Torrington, Conn. 


The Canadian Fitzgerald Mfg. Co., Toronto, Canada 





















One of the well known figures of the 
electrical industry in the east—Al De 


Veau, president, Electrical Associates 


Club, New York. 


Name 


Address 


The Fitzgerald Mfg. Company, Dept. 8-M. Torrington, Conn. 


Gentlemen: Kindly send me full information on the Magic Maid 
with details of sales methods and sales helps. 










Feature the 
Magic Maid 


during the special 


campaign - -- 


4 


Ask your Sales 


Manager today 
for complete details 


4 












The products of this company are entered in the prize contest for this month. 


prize will be awarded the salesman selling the greatest quantity during the month. 
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FLEXIBILITY 
in Outdoor Lighting 


Single, Double or Multiple bracket mounting with New 
“Quad” 1000 Watt Rectangular Reflector is the “Quad” 
answer to outdoor lighting demands. 











Inner Beam Projector 
Chromium Finish on Copper 


Adjustable Focus, 750—1500 W.—builds up lighting in- 
tensities at more distant points. 


1000 W. Reflector, 16x18”, ad- 
justable brackets of cas 
aluminum. Also Single, Triple 
or Multiple mountin 


;  Re- 
Use “Quad” catalog as Hand | or hn en Aig with Inner 
Book of Lighting Data. Ask for : 
circular if misplaced, illustrat- 5 Sr Paul H. Owsley will have charge ot 
ing and describing new outdoor the factory branches of the Hammond 
lighting equipment. Complete : Clock Co. at Los Angeles and San 
catalog on request. Francisco. During the past year Mr. 
Owsley has been assistant sales man- 
ager for the company with headquar- 
ters in Chicago. 








Q U A D R A N G L E be q j E. A. McLaughlin Leaves 
MANUFACTURING CO. : , il Chance Company 
26 South Peoria St. Chicago |F E. A. McLaughlin, until recently 
siaii sail. advertising manager of the Chance 
Co., Centralia, Mo., has accepted a 
position with the Japan Advertiser 
in Tokyo, Japan. He sailed July 11 
and will be connected with the ad- 
vertising department of this Ameri- 
can newspaper in the Orient. 
Stanley E. White of Kansas City, 
Mo., has taken Mr. McLaughlin’s 


Subscribers place with the Chance Co. 


* * x 


Youcan’taftord to Sylvania Makes Appoint- 
e e ments 
MSS a single issue. E. H. McCarthy, general sales 


Give us your new manager for the Sylvania. Products 
Co., Emporium, Pa., announces that 


address if you effective July 1, the following are to 

h d sell Sylvania radio tubes to the 

ave moved. wholesale trade: Detsch and Co., 

San Francisco; Roper-Smith Co., 

Minneapolis, and Rossiter and Co., 

Qo Inc., New York. Each of these 

firms will have large territories in 

their respective parts of the country. 
a 




















SIMPLICITY AND 
EFFICIENCY 


The Sherman all-copper, one-piece 
ground clamp combines the efficiency of 
the high-priced clamps with the sim- 


ong ag the cheap ones and improves Be A Booster French Battery Announces 
The new type SL clamp combines the New Plan 


advantages of the well known Sherman 
Soldered Ground Clamp with a new 


solderless connection. Cannot work Tell your friends 


loose—easy to apply. 
.- positive and rigid solderless connec- 
on. 


The French Battery Co., Madison, 
Wis., has just announced a new 
flashlight merchandising plan which 
about is arousing the interest of many 

A better clamp at a 


competitive price. dealers. The program consists of 
Sold Through Jobbers The attractive counter and window dis- 


| plays and a series of bulletins on 

H.B. SHERMAN MFG.CO. Jobber’s Salesman practical sales ideas which are sent 

Battle Creek, Mich. to the dealers on the first of every 
ee month. 
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Tom Rider Resigns 
T. J. Rider, Jr., has resigned as 


| 


as assistant manager of the Chicago | 
divisional office of the Incandescent | 

















T: J. Rider 


Lamp department of the General 


Electric Co. Mr. Rider started in 
the electrical business in January, 
1899, with the old Sunbeam Incan- 


descent Lamp Co. When this com- | 
pany merged with the General Elec- | 


tric Co. in 1912 he became assistant 
manager of the Sunbeam division. 
Mr. Rider expects to enter the manu- 
facturers’ agency field in a_ short 


time. x *« * 


Underwood Appointed Acme 
Sales Manager 


L. B. (Late) Underwood, one of 


the pioneers in the safety switch 
field, has forsaken his old love to 
take charge of sales for the Acme 
Electric Heating Co., 1217 Washing- 
ton St., Boston, manufacturers of 
industrial, commercial and domestic 
heating appliances and equipment. 
Mr. Underwood’s safety switch and 
electrical career began in the safety 
switch department of the Westing- 
house Electric Mfg. Co., which he 
left to become Philadelphia district 
manager for the old Trumbull-Van- 
derpoel Electric Mfg. Co. After this 
concern sold out to Cutler-Hammer, 
Inc., “Late” went with the Colt’s 
Patent Fire Arms Mfg. Co. as spe- 
cial representative. 

Mr. Underwood brings to his con- 
cern a wide experience of 15 years 
contact with the electrical whole- 
saler and his problems. His first 
move is the appointment of manu- 
facturers’ representatives throughout 
the country with more extensive dis- 
tribution as the objective. 





CONDUIT 


that resists corrosion 





FRETZ-MOON HOT DIPPED GALVITE 


@ For locations where cor- 
rosive action is likely to be most severe, or where 
conduit of the highest type must be used—insist on 
Fretz-Moon Hot Dipped Galvite. 


Hot-Dipped Galvite—the corrosion-resisting conduit 
—is made from mild steel skelp by a patented “‘contin- 
uous” process, every step of which is under absolute 
control. It is heavily galvanized both inside and out by 
a special hot-dip process, and the inside galvanized sur- 
face is covered with a heavy baked-on coating of smooth, 
tough enamel. 


Thus, maximum protection against corrosion is in- 
sured and a clean, fast raceway, free from rough edges 
or burrs, is provided. 


Hot Dipped Galvite, like all Fretz-Moon Conduit, 
bends easily without scaling the galvanizing, cracking 
or chipping the enamel, or opening at the weld. Threads 
are deep, sharp and clean—couplings run fast and true. 


Everyone who specifies or uses conduit should have 
a copy of the Fretz-Moon Conduit Booklet—it tells how 
Fretz-Moon Conduit is made and why it is better— 
write for it. 


FRETZ-MOON TUBE CO. INC. 
BUTLER, PENNA. 





TRETZ-MOON 


RIG/D CONDUIT 
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New Electrical Products, 


Illustrated 





EWIS Air 

Condition- 
ers, Inc., Min- 
neapolis, has 
recently put in- 
to productiona 
new portable 
electric humidifier, operating on a 
principle of forced evaporation from 
a restricted heating surface. The 
unit is especially adapted to homes, 
apartments, offices, sick rooms and 
hospitals. Volatile oils may be 
placed into the floating element for 
clearing nasal and throat conges- 
tion. Flower or pine essences may 
also be used to introduce a pleas- 
ant fragrance into the rooms or to 
neutralize cooking or _ tobacco 
odors. 


TANDARD Electric Stove Co., 

Toledo, has brought out the 
No. 21 hotplate. It is finished in 
assorted colors in marbleized por- 
celain enamel. It is 880 watts and 
single heat. 








66s TS URNELECT,” an electric fur- 

nace made by the Home 
Electric Furnace Heating Co., New 
Haven, Conn., has as its basic prin- 
ciple the construction of the heat 
chamber, the kind of metal of 
which the chamber is made, and 
the efficiency with which the heat 
transfer takes place. Being an en- 
tirely electrical device, the regula- 
tion and control of heat is the out- 
standing feature of ‘“Furnelect.” 
The heating of the home can be 
maintained within two degrees. 
Other features are: no odor; clean- 
liness, and it does not require a 
chimney connection. 


EVERAL outstanding features 

of the new line of propeller 
fans introduced by the Autovent 
Fan & Blower Co., Chicago are: 
non-overloading fan wheels; com- 
plete range of sizes, and no motor 
burn-outs. These fans are known 
as the “31 Series.” 


As. power filter unit has 
been introduced by the power 
filter division of the Square D Co., 
Detroit. This unit converts alter- 
nating current into pure, non-pul- 
sating humless, direct current for 
use on telephones, sound-on-film, 
public address systems, inter-com- 
municating systems, clock and sig- 
nal systems, magnetic chuck opera- 
tion and elevator control. The 
power filter has no moving parts 
and is said to require little or no 
maintenance. 











HE Thos. J. Corcoran Lamp 

Co., Cincinnati, O., is manu- 
facturing its ‘‘Flash-Flector” for 
use with electric Photo Flash 
Lamps. To use, one simply screws 
the Photo Flash Bulb into the 
“Flash-Flector,”’ opens the camera 
lens, flashes the lamp and closes 
lens. 





UMBER 950 floodlight to ac- 

commodate 300 to 1500 watt 
lamps has been announced by the 
Marbelite Art Products Co., Chi- 
cago. The unit is adjustable to all 
angles and degrees for mounting 
on a two in. iron pipe; is fitted 
with rayalium dome reflector 13% 
in. wide by six in. deep; is double 
dome shaped and chemically etched. 
Socket housing is made so as to 
keep weather out and the base of 
the lamp cool. 
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Away 
A. B. Beach and G. E. Purple 
its beginning, and in later years, as 
occurred November 3, 1930. 
his generous charities. He is sur- 
sistant treasurer. 

Garnett Young, vice-president and 
Coast representation of the Appleton 
Philadelphia, Mr. Young also an- 

so 
sales office of Culter-Hammer, Inc., 
varehouse facilities where a stock of you pick up many good orders. 
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Philip S. Rinaldo, president of the 

Flexible Steel Lacing Co., Chicago, a 

passed away, May 30, at the age of 
54. 
founded the Flexible Steel Lacing AN NOUNC { Ss 
Co., Mr. Rinaldo acting as secretary 
general manager, until February, 
1931, when he was elected president 

Mr. Rinaldo was well loved by his 
friends and business associates and 
vived by his wife, two daughters and 
three sons. The eldest son, Philip, is 
“a 
Garnett Young Adds New 
general manager, Garnett Young & 
Co., San Francisco, announced that 
Electric Co., Chicago; the Columbia | 
a & Electric Co., Long Island 
nounced that the company has re- 
linquished its representation of Na- 
Cutler-Hammer Moves 
Atlanta Office 

—_ A new general catalog full of new fixtures— 
is located at 133 Cone St., N. W. ° : : . ’ 
on thee alee Mies ideas and helpful information. Every jobber’s 
‘he more popular C-H motor control, 
wiring device and safety switch 


Philip S. Rinaldo Passes | 

In March, 1907, Philip S. Rinaldo, 
and treasurer of the company from Aa NEW CAT ALOG 
to succeed Mr. Purple whose death 
by those who were helped through 
associated with the company as as- 

Lines 
the company has assumed Pacific 
N. Y., and Walker Bros. of 

tional Electric Products Corp. 

Effective June 1, the Atlanta, Ga., 

These new quarters also include salesman should carry a copy. It’s sure to help 
tems will be carried for immediate 


Write for a copy to us or to our nearest district 





lelivery. office. 
A. C. Gibson is manager of the 
\tlanta district for Cutler-Hammer, Offices in all principal cities. 
nc, 
* * * 
Beg Your Pardon 


A control panel sold by the Amer- 
‘an Electric Co., Chicago, was illus- 
rated on page 24 of our July issue. 


Chis installation is at the Prima Co., 3825 Laclede Ave.- Saint Louis 
hicago, and not at Milwaukee, as 


eported, 4 
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New Electrical Products, Illustrated 





66 OLDRINK” cooler, a new 

water cooler for domestic re- 
frigeration, is a product of Hamburg 
Brothers, Pittsburgh, Pa. It is made 
of sheet steel coated with vitreous 
enamel and is of a shape which re- 
quires only a small amount of shelf 
space in a refrigerator and yet holds 
more than a gallon. The faucet is 
of chromium finish steel. In use 
the cooler is placed with the faucet 
toward the front of the refriger- 
ator so that to get a drink one need 
only turn the faucet down to a 
horizontal position and the water 
comes out. The overhanging top 
prevents air from circulating and 
prevents the absorbing of food fla- 
vors. The cooler is easy to remove 
for cleaning. 








TS Hamilton Beach “Combination” food mixer and juice extractor 
has been developed by the Hamilton Beach Manufacturing Co., 
Racine, Wis. One of the outstanding features is a ball thrust bearing 
for the juice extractor which keeps the extractor attachment permanently 
quiet. The ball thrust takes all the downward pressure and leaves the 
full power of the motor to drive the extractor reamer. The large 
extractor bowl may be lifted off, free from all metal parts and washed 
like a china dish. The appliance is changed from the extractor to the 
nixer in 15 seconds. Any dish, bowl or pan can be used on the stand 
which has an adjustable brace for any size vessel. The mixer can be 
taken from the stand and used for jobs where a portable mixer is the 
most convenient. 


EFLECTOR & Illuminating 

Co., Chicago, announces the ad- 
dition of a new exterior flood light- 
ing unit, the construction of which 
is a combination of copper drum 
type reinforced with sturdy cast 
members. This new unit it is 
claimed, is absolutely weather- 
proof and is equipped with an im- 
proved locking lever for holding the 
unit in proper position and at the 
correct elevation. The unit has re- 
movable ventilating cowl which per- 
mits large volume of cold air to en- 
ter drum but is so constructed as 
to exclude rain, hail, snow and in- 
sects. It is adjustable for 300 to 
1000 watt lamps. 





HE TRICO Fuse Mfg. Co. 

Milwaukee, recently placed on 
the market a complete line of high- 
grade test clamps, especially de- 
signed for accurate testing work 
although they can be used for gen- 
eral applications. The jaws are 
actuated by the turning of a molded 
knob. All metal parts are cadmium 
plated to resist rust and acid. 








i. 


B.” safety switch, a new de- 
evelopment by the Trumbull 


Electric Mfg. Co., Plainville Conn., 
has a patented receding blade con- 
struction. The double-break con- 
tact feature which breaks the cur- 
rent on the outside of the current 
carrying surfaces, it is stated, en- 
ables the unit to operate thousands 
of times without deterioration of 
contact surface. Path of current 
does not pass through any hinged, 
soldered or riveted connections 
which makes a stronger and more 
compact switch unit and reduces 
voltage drop. 





HE Bryant Electric Co., Bridge- 

port, Conn., has just brought 
out and is marketing a new top 
wired brown bakelite duplex flush 
receptacle, Catalog No. 4822, com- 
plete with brown bakelite plate 
having integral bosses. The top 
wiring terminals have two binding 
screws in each side, making of the 
device a connecting block as wel 
as a receptacle. Bakelite shoulders 
protect the screws and hold the 
wires in place. The receptacle ha: 
«. completely enclosed moisture 
proof bakelite back. 
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-to Modernize 


with the CiRCLE T LINE 


a 


nthe “Circle T” Line you have to 
r—quality products for the Safe 


ion of industrial 
ay—and such 


PITH THE 
¢ Types A. S A. UR MA.”"—Industrial Switches 
Type oR. B.”—Side Operated Safety. Switches 
Motor Starting Switches—Magnetic, and Manually 


» Operated 
Meter Service and Entrance Switches 


Tumbler Switches 
Open Knife Switches 
 PANELBOARDS » SWITCHBOARDS 


“FLEX-A-POWER” » “BUSS-WA” 




















THE TRUMBULL ELECTRIC MANUFACTURING COMPANY 
PLAINVILLE CONNECTICUT 


New York Chicago ; 
803 Lincoln Bldg. @ GENERAL ELECTRIC @ ORGANIZATION 2001 W. Pershing Rd. 


Philadelphia Boston San Francisco Detroit Branch 
511-519 N. Broad St. 1002 Statler Bldg. Atlanta 432 Fourth St. 415 Brainard St. 


The products of this company are entered in the prize contest for this month. A $25 
prize will be awarded the salesman selling the greatest quantity during the month. 
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In Bulk Containers 


In addition to the standard size packages for 
ordinary use Yager’s famous soldering salts are 
50, and 500-pound air 


tight sheet-iron drums. All are attractively en- 


ameled to prevent rust. 


Write today for 
prices and discounts. 


Alex. R. Benson Co., Inc. 


Manufacturers 


Hudson, N. Y. 
Since 1878 


YAGER’S 


1873 IT MUST BEGOOD 1931 





Patented 


Wire 


Connectors 


MAKES FRIENDS 


The ease, speed and 
safety with which SRK 
connectors enable con- 
tractors and their wiremen 
to make wire connections 
—will win a host of 
friends for you. It pays 
to push SRK connectors 
at every opportunity. 
They are unequalled for 
speed and efficiency. 


Millions In Use 


Approved by 


Factory Mutual 
Laboratories 


Underwriters 
Laboratories 


Samples Sent on Request 


JIFFY WIRE CONNECTOR CO. 
HACKENSACK, N. J. 


General Sales Office: 


G. Denn Montgomery, Jr. 
458 Broadway, New York City 
Phone Canal 6-7533 and 6-6186 





F, S. Kinsey, manager, Middle West- 
ern Division of the Westinghouse 
Lamp Co., Chicago, and R. E. Neumul- 
ler, managing director of Westinghouse 
Lighting Institute, New York, seem to 
be enjoying their stroll on the board- 
walk during the N.E.L.A. Convention 
at Atlantic City, N. J. 





Baltimore’s First Electrical 
Exhibit 

The Electrical Manufacturer’s 
Representatives Association, one of 
the oldest organizations of its type, 
recently conducted Baltimore’s first 
Electrical Exhibit at the Association 
of Commerce Building. The exhibi- 
tion hall was taxed to capacity and 
included 26 exhibitors, consisting of 
manufacturers’ representatives and 
agents. Attendance was confined to 
wholesalers, contractor-dealers, arch- 
itects, mechanical engineers, central 
station and industrial plant men, 
builders and building managers. 

The proof that an exhibition is 
successful is the repeat visiting per- 
centage and over 11% of the spec- 
tators returned to the hall. Total 
attendance was approximately 948. 
The association contemplates estab- 
lishing this as an annual affair and, 
while the exhibition is naturally ex- 
pected to expand, it is hoped that 
the affairs will be kept confined to 
such an extent that it will continue 
to be of interest to those to whom it 
was dedicated. 

=. 


Men Available 


Department Manager: There is avail- 
able at the present time a man with 
seven years’ experience in managing fix- 
ture divisions. He was in charge of the 
fixture department of a large Chicago 
jobber for four years and the head of the 
same department of a Detroit whole- 
saler for three years. Address Box 501, 
THE Jopper’s SALESMAN. 





He didn’t 
count sheep 
jumping a 
fence 


O SIR! The guest we have 

in mind had his own cure 
for insomnia! He asked us to 
furnish a thermos bottle full 
of hot milk, so that he could 
have it by his bed, in case he 
woke up at night, take a drink 
...and then get to sleep again! 


Thermos bottles and hot milk 
aren't part of the standard 
equipment of United Hotels... 
but we do have large, airy 
high-ceiling rooms, with a 
feeling of pleasant freedom... 
and the beds... well, if you've 
ever slept in one of our hotels 
you know how good they are! 
So there’s very rarely occasion 
for insomnia at any of the 25 
United Hotels listed below. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY’S only United ... .The Roosevelt 


The Benjamin Franklin 

The Olympic 
WORCESTER, MASS The Bancroft 
ee ee See The Robert Treat 
PATERSON, N. J....--+ The Alexander Hamilton 
ITO, EEGs 6 sci occ enccens The Stacy-Trent 
HARRISBURG, PA. ....+--eeee08 The Penn-Harris 
SE 8, MOE OTOCER TET OLE. The Ten Eyck 
NE” a eee Pe The Onondaga 
POOMRETIR IE. Ye. 6 cccvestcceveges The Seneca 
NIAGARA FALLS, N.Y... -seeeeeeees The Niagara 
The Lawrence 


PHILADELPHIA, PA 


ee es oe rr The President 
TUCSON, ARIZ El Conquistador 
SAN FRANCISCO, CAL. .........- The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
DEW GULSANE. BA. oo ccc ccccces The Roosevelt 
CHEW GREENS, BA..s 0 ccccccvccees The Bienville 

The King Edward 
DUABARA BALLS, ONT. .. 2000 vieveoes The Clifton 
WINDSOR, ONT. .........-- The Prince Edward 
KINGSTON, JAMAICA, B.W.1I.. The Constant Spring 


—— 















Ca ach bise RST 
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Service Man: A man with four 
years’ sales experience and over three 
years’ service experience in the electrical 
industry, is now available for service 
work in the eastern part of the country. 
Address Box 502, THE Jopper’s SALEs- 
MAN. 

Purchasing Agent: There is avail- 
able a man with over 15 years’ experi- 
ence in the wholesale electric business 
who has worked in every department 
from stock to purchasing agent. He was 
purchasing agent over a period of nine 
years for a large St. Louis distributor 
and has a thorough knowledge of the 
entire jobbing business. Address Box 
505, THE JoBBer’s SALESMAN. 








Manufacturer’s Representative: A man 
with 15 successful years of electrical 
sales experience in the middle west is 
now available as a manufacturer’s rep- 
resentative in any territory open. He 
has also had experience as a branch 
manager and before becoming a jobber’s 
salesman was in the electrical construc- 


tion business. Address Box 506 Tue | 


JoBBER’Ss SALESMAN, 





Salesman: A man with six years’ 
sales experience is now available. For 
three years he was salesman for a large 
manufacturer of electrical products and 


for the past three years was connected | 


with a large wholesaler in a sales capac- 


ity. This man is 30 years of age and | 


has his own car. Address Box 504, Tue 
Jopper’s SALESMAN. 





Representative Available: Twenty 
years of selling and purchasing experi- 
ence in the electrical wholesaling busi- 
ness has made this man _ especially 
adapted to working with either a jobber 
or manufacturer. Address Box 503, THE 
JoppEr’s SALESMAN. 

i 


Latest Trade Literature 
Trumbull Electric Mfg. Co., Plain- 
ville, Conn.—Several new pages de- 
scribing new products and _ price 
changes for Catalog No. 15 have just 
been issued by this company. 


Pittsburgh Reflector Co., Pitts- 
burgh—Catalog No. 34, describing 
“Permaflector,” the silver - plated 
glass reflector and its uses, has re- 


cently been issued by this company. | 


Benjamin Electric Mfg. Co., 
Des Plaines, Ill—A bulletin describ- 
ing and illustrating the new “Big 
Ben,” a long range diffusing flood- 


light, has just been issued by this 


company, 


Knox Porcelain Corp., Knoxville, 
Tenn.—This company has just devel- 
oped a new radio catalog section 
which is being released on June 1. 


Westinghouse Electric & Mfg. Co., | 


Cleveland — “Ways of Illuminating 
Football Fields” is the title of a new 
folder being mailed out by this com- 
pany. 






, can use this j 
one-watt NEON ~— GLOW LAMP 


on both A. C. and D. C. lines 


Wherever low level illumination is desired as a guide 
or indicator—there the little 1.0 watt Neon Glow Lamp 
“fills the bill” at almost nothing in current cost. Oper- 
ates on either A. C. or D. C. lines. Indicates, in fact, as 
| one of its many uses, whether line is A. C. or D.C, 





since on D. C. only negative electrode glows. 


Serves scores of purposes in home, factory, labora- 


tory as night, guide, pilot and signal light or as oscil- 
Join us in the General lator. Fits standard socket. Clear glow for more than 
ElectricProgram,broad- 3.000 hours! For details and prices, write: General 
Te 6a Vapor Lamp Company, 891 Adams Street, 


ning, on a nation-wide é 
N. B. C, network. Hoboken, jal & 


GENERAL 36) ELECTRIC 
ccrvcem  WAPOR LAMP COMPANY 


‘THEY STAND — 


EMINGRAY Glass Insu- 
lators combine high 
quality and a record of long 











You are fully 


protected by a and satisfactory service. . 

strict jobber . 

policy. _ Concen- No wonder they continue to 

Salen effeste on be “best sellers” for jobbers 

Hemingray Glass and their salesmen. Hem- 

Insulators. .. . ; 

Steady and profit- ingray Glass Insulators are 

able year ’round ° Zi 

repeat business recognized as standard equip- 

a ment by your contractors. , 

HEMINGRAY GLASS COMPANY 
MUNCIE INDIANA 
——— 


H 
























HEMINGRAY 
GLASS INSULATORS 
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WHO? 
WHAT? 
WHERE? 


Who are 
the Wholesalers? 


Where are 
they Located? 


What are the key 
cities in which to 
spot manufacturer’s 
representatives? 


The “1931 Verified List of Electri- 
cal Wholesalers” is your answer to 
the first question. Have you bought 
your copy? 


Price—To Advertisers, $10.00 First Copy. 
$5.00 Additional Copies. 
Price—To Non-Advertisers, $30.00 Each. 


Tue Josper’s SALESMAN’S series of 
electrical distribution maps is your an- 
swer to the balance of the questions. 


THEY TELL YOU 


1. Manufacturers’ Sales Dis- 
tricts 


2. Wholesalers’ Trading Areas 


3. Location of Existing 


W holesalers 


Price, Set of three, $10.00 
Price, Single Maps, $3.50 


Order From 


THE JOBBER’S SALESMAN 
520 N. Michigan Boulevard 
Chicago 
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Manufacturers Since 1896 




















) 
' HE first item 
on your cus- 


tomers’ order is 
usually the hardest to get 
—that is, unless you men- 
tion Plymouth Tapes first. 























As a manufacturer is 

known by the products he 
. makes so a wholesaler is 
known by the lines he car- 
ries. The suggestion of 
Plymouth Tapes marks 
your house as carrying 
leading lines and being in 
a position to give your cus- 
tomer “Tapes of Highest 
Quality”’, 


The fact that you carry Plymouth 
Tapes melts sales resistance and 
paves the way for bigger and easier orders. 
Capitalize on this situation by suggesting 
PLYMOUTH BRAND TAPES first — 
SLIPKNOT, CANTON and P. R. SPLICING 
COMPOUND—three dependable salesmen 


that will help you get more business. 














PLYMOUTH RUBBER CO., ING. 
CANTON, MASSACHUSETTS J 











The products of this company are entered in the prize contest for this month. A $25 


prize will be awarded the salesman selling the greatest quantity during the month. 
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QUALITY s PARAMOUNT! 





Economy Fuse & Mfg. Company 
CHICAGO, U.S. A. 





















“RED SEAL’ 


LOOMFLEX CABLE 


LOOMFLEX 


BOXES AND FITTINGS 





ELEC TRODUCT 








Go Into A Job Without Grief— And Stay There 


that’s why electrical contractors are using more and more A. C. L. 
PRODUCTS on their jobs. These “BETTER WIRING MATERIALS” are made 
from quality raw materials—backed by consistent advertising and sales helps—and 
distributed solely through jobbers. 

Almost half a century of continued success proves that A, C. L, PRODUCTS 
are right. Sell your customers this complete line: Xduct and Electroduct Standard 
Rigid Conduit; “Red Seal” ABC Armored Bushed Cable; “Red Seal” Weather- 
proof Armored cable and Flexible Conduit; “Red Seal” Metallic Flexible Conduit; 
“Loomflex” non-metallic flexible conduit; “Loomflex Cable” non-metallic sheathed, 
and a complete line of Boxes and Fittings. 


AMERICAN CIRCULAR LOOM COMPANY, Ine. 


WOOLWORTH BUILDING 
233 BROADWAY, NEW YORK, N. Y. 











the best products 


still the easiest to 





Even though buyers of electrical equipment are 
now more price conscious than ever, they 
know well the danger of substituting an in- 
ferior product because of a lower figure. They 
want BULL DOG quality. Show them the at- 
tractive prices, low maintenance expense, 
flexibility, 100% salvage value, safety and ap- 
pearance of the complete BULL DOG line and 
you will find a ready sale. Win that $25 prize 


and a host of satisfied customers by selling 


BULL DOG quality. 





SAFtoFUSE Safety 


ne BULL DOG ELECTRIC — 


PRODUCTS COMPANY 
DETROIT, MICHIGAN 


In Canada. Bull Dog Electric Products of Canada, Ltd., Toronto 


Bure Hos 


G ENTROLS | 


ELECTRIC CONTROL CENTERS 


~ SAFtoSWITCH-BOARD Over 25 Years of Research and Development SUPERBA Lighting Panel 


























Pro-DUCT bw a Bus-DUCT 


Trol-e-DUCT 











